Artistic Display Creations 
for Preferred Demands | 


RNS, reproductions of the handicraft of master sculptors of the 

old world, and fashioned with a deftness that compares favorably 
with the finest examples in preservation, form the most recent addition 
to the Bodine-Spanjer exhibit. Never before has the display profession 
had at its command display properties and decorative embellishments 
so rich in beauty, so efficient in the point of utility and so economical 
in price. 


Illustrated here is a Bodine-Spanjer creation, selected 
from our urn exhibit, made of famous Bakoid processed 
composition, and especially designed for interior use. 
Display directors will discern in this number a store 
property of unusual merit and effectiveness. See de- 
scription. 


Our Spring Catalog Is Ready 


Displaymen and merchants will find our Spring 
catalog of window decorations of practical interest, 
illustrating in color, as it does, an extensive line of 
artistic creations, designed to enhance the sales value of 
every show window. Send for your copy today. 


The Bodine-Spanjer Co. 


Window Backgrounds, Settings, Art Screens, 
Artificial Flowers and Complete Decorations 


Vincentian Oval Urn, aiaae, made of Bakoid pro- 1 160 Chatham Court 


cessed composition, beautifully ornamented, removable 
top and wired for flood lighting. Full relief, spacious 


bowl. Finished as desired. Excellently adaptable for Chicago 


use on posts, ledges, columns or in the show window 
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New factory and general offices at 1119-1127 W. Jackson Blvd., Chicago 


Augustus D. Curtis, President, Curtis Lighting, Inc., whose vision, 
enthusiasm, and realization from the start of the correctness of the 
principle of lighting from concealed sources has resulted in making 





its practical applications available to.all. 


Bigger Shings Ahead / 


The completion of our new Factory and General Office 
marks the biggest forward step in our history! In the 
beginning the National X-Ray Reflector Co. was small. 
It grew; not suddenly or spasmodically but a steady, 
consistent growth which indicates a healthy expansion. 


In time conditions warranted the establishment of 
another corporation to be a part of the National X-Ray 
Reflector Co. but to function in New York alone. Thus 
came into being the X-Ray Reflector Co. of N. Y., Inc., 
to serve the New York area as it deserved. 


Still later another step forward was taken with the 
organizing of Luminaire Studios, Incorporated, of Chi- 
cago and New York. This move was made to assure 
our customers complete service in special luminaire 
designs. 


And now—the biggest step of all! These three organiza- 
tions have been grouped into one larger body to be 
known as Curtis Lighting, Incorporated. 


The name CURTIS has been chosen in tribute to the 
President of this consolidation, Mr. Augustus D. Curtis, 
whose life work has been devoted to the development 
of scientific illumination. 


The name X-RAY REFLECTORS will continue to 
denote all reflector products so well known to the elec- 
trical trade everywhere. As in the past, X-RAY will 
signify quality and set the “standard” to be followed. 


Under this new order of things, with our greatly 
increased facilities for manufacture, we shall continue 
to improve and expand our usual whole-hearted co- 
operation with the entire electrical trade. 


“Curtis Lighting” is Lighting from Concealed Sources, Indirect 
Illumination, Eye Comfort — The Elimination of Glare 


You'll find it Everywhere! 


Curtis Ligh ting, Incorporated 


AGrouping of . 
NATIONAL X-RAY REFLECTOR Co. 
X-RAY REFLECTOR CO.OF NEW YORK,ING. 
LUMINAIRE STUDIOS,INC. 


“Ya Flarness Light i* 


31W. 46TH STREET 
New York 


WS WEST JACKSON BOULEVARD 


Chicago 


PACIFIC FINANCE BLDG 


Los Angeles 
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~ SHOW GARD > 
CONTEST. 


$450.00 


IN CASH PRIZES 





STORE CARD WRITERS—$150.00 


$100 and a certificate of championship 
signed by the judges, first prize; and $50 
second prize will be awarded to department 
store or specialty shop card writers sub- 
mitting the best specimen of show card 
work as set forth in the contest conditions. 
This contest closes October 15, 1924. 


STUDIO & POSTER MEN—$150.00 


$100 and a certificate of championship 
signed by the judges, first prize; and $50 
second prize will be awarded to the poster 
or studio artist submitting the best exam- 
ples of his work as described in the contest 
conditions. This contest closes September 
15, 1924. 


SHOW CARD STUDENTS—$150.00 


$100 and a certificate of championship 
signed by the judges, first prize; and $50 
second prize will be awarded the bona fide 
student of any college or show card class 
submitting the best show card as defined in 
the contest conditions. Students will in- 
clude with their entry, the name and ad- 
dress of the school and instructor for refer- 
ence. This contest closes June 15, 1924. 


Write for Contest Conditions 


SIGNS OF THE TIMES 


SIGNS OF THE TIMES BLDG. 
CINCINNATI, OHIO 


Publishers of Standard Books on Lettering and 
Show. Card Writing. 
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Construction Now or Destruction Later 


HIS is the period of construction. With the 
year 1924 now well started on its way, and 
with the predictions of greater achievements 
in the window display field this year than ever before 
imagined, it is fitting that manufacturers, national ad- 
vertisers, merchants and displaymen all buckle down 
to the task before them. Unless they all combine to 
construct during the period through which we are pass- 
ing, destruction is bound to result later. Just when the 
achievements now anticipated are about to be reached 
the castle will crumble unless precautionary measures 
are taken now. 

The DISPLAY WORLD is pleased with the begin- 
ning of the new year. The response to the publication of 
the Annual Display Review in January was tremendous. 
It proved that the field is advancing. The editorial con- 
tent of the January issue was greater than in any pub- 
lication ever before given the display field. The adver- 
tising representation was inclusive of the foremost 
manufacturers and display experts. The field was 
yearning for such a book. Every person interested in 
any phase of display seemed “up on his toes” to secure 
the information. As a result, within less than a week 
after the presses had ground out the annual book, and a 
huge extra supply of copies had been placed in the mail- 
ing rooms, the entire supply was exhausted. Inquiries 
came from all sections of the country, from Canada, 
from England, and even from far north Alaska. It was 
impossible to meet the demand. 





This has proven conclusively to the publishers of 
The DISPLAY WORLD that the field it is serving is 
coming into its own rapidly—-that manufacturers, na- 
tional advertisers, merchants and displaymen are all 
hungry for new ideas, for information, suggestions, 
help, and they are grasping every opportunity to obtain 
it. More inquiries were received by the Service and 
Information Bureau of The DISPLAY WORLD in 
the past month than in the entire year previous. Hun- 
dreds of letters from all sections of the world came in 
during the month, seeking information on new display 
installations of all kinds. Such an awakening has come 
with the beginning of the new year as has never before 
been noticed in the field. Construction seems to be the 
keynote of the entire field. 

With the apparent constructive spirit and the de- 
mand for suggestions and co-operation from the field, 
The DISPLAY WORLD will continue to lead the way 
with the same high-class editorial content as before, 
even increasing the great value of this as the months 
progress. This issue is devoted largely to displaying 
nationally advertised products, and dealers are rapidly 
taking advantage of the many helps offered by manu- 
facturers, while the manufacturers are producing more 
elaborate display material each year. And yet thousands 
of dollars’ worth of this material is wasted each week. 
The cellars of many dealers are piled high with material 
that will never be used. Certainly this is a field for con- 
struction. 
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Italian Renaissance 


in Period Display Fixtures form an 
exceptionally fine setting for your 
merchandise when on display in 
the window. 


The ‘Merchants’ Guide’’ will tell 
you all about correct Designs for 
Display Fixtures and has many 
good suggestions to offer. Ask us 
to send you a copy. 


Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 
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Dealer-Helps Make Easy Displays " 


Displaying of nationally advertised products brings increased sales 
and artistic touch by following simple directions 


EVER before in the history of window display 
has such a variety of dealer-helps been offered 
the field as those put out this year by the na- 

tional advertisers. Many of these are exceptionally high 
class and, with the suggestions that accompany them, 
offer exceptional opportunities for artistic displays. 
Most of the trims are constructed so they can be in- 
stalled easily by the dealer himself, who perhaps has 
not yet reached the stage of having a paid displayman 
handle the work. All of them, however, have been so 
constructed that the experienced displayman can utilize 
them with his own displays in such a way that the re- 
sults will be exceptional. 

_ In the following article will be found the results of 
careful inquiry by The DISPLAY WORLD to learn 
just what national advertisers were doing for the win- 
dow display field this year. The firms mentioned have 
expressed a great interest in display and are willing to 
aid the rapidly advancing field in every way possible. 

KITCHEN KLENZER—Fitzpatrick Bros., 1319 West 
32nd Place, Chicago, have a uniform set of window trims, 
which they send to dealers on request. If the inquiry 


comes from a city where the firm has a man located, that 
man installs the display, if desired, by the merchant. 

MONARCH COFFEE—Reid, Murdoch & Co., Clark 
Street Bridge, Chicago, have set of lithographed trims of 
bright color, accompanied by some unique window stickers 
and some special posters, linked up with movie stars. 
These are furnished dealers on request. 

ARMOUR AND COMPANY-—Salesmen for this big 
Chicago firm who call on the trade regularly, from week 
to week, put out a great amount of advertising and win- 
dow trims. Their efforts are supplemented by a corps of 
advertising representatives who are routed in such a man- 
ner that they get into every territory at least once a year. 

RED STAR OIL STOVES—The Detroit Vapor Stove 
Company, Detroit, Mich., reproduces photographs of at- 
tention—getting window displays of its products and sends 
them to its complete dealer lists, as well as offering help- 
ful suggestions to dealers at all times. 

COLLEGIAN CLOTHES—David Adler & Sons Com- 
pany, of Milwaukee, Wis., have issued for this year excep- 
tionally large window display cards in five colors, showing 
different clothing figures, in addition to six small cards 
(8x11) containing cartoons taken from the firm’s previous 





Saturday Evening Post advertisements, also selling points 
on Adler Collegian Clothes. 

ORANGEINE POWDERS—The Orangeine Chemical 
Co., 224-230 W. Huron St., Chicago, Ill., is issuing a co- 
operative window display which has made a distinct hit 
with drug stores. Half of the display is dewoted tu a shop- 
ping list of items usually carried in drug stores, and the 
slogan “Try the Drug Store First” appears across the 
bottom of the entire display, which is furnished free on 
request. 

NEPONSET FLOOR COVERING—Bird & Son, East 
Walpole, Mass., send out, to dealers, a complete set of sug- 
gestions for window displays, together with dealer helps 
and a general campaign. Many of these suggestions are 
for ponds, in the window, containing live or decoy ducks, 
etc., with Neponset floor coverings as the base, to show 
that standing water will not affect the substance. 


WM .DeMUTH & CO—These manufacturers of pipes 
and smokers’ articles, at 230 Fifth Ave., conduct a National 
Pipe Week each year, offering a silver trophy cup to the 
most ingenious display. A series of suggestions is also 
sent out, and the cup is now held by K. Sachs & Son, 
Brooklyn, N. Y., with another contest scheduled for June 
of this year. 

PATRICK WOOLENS—F. A. Patrick & Co., Duluth, 
Minn., are furnishing dealers with a large variety of win- 
dow display material, including window and counter cards 
showing reproductions of the Patrick garments; a process 
card showing the sequence of manufacture of the cloth and 
quantities of raw material, with proper signs descriptive 
of the same. 

FIRESTONE TIRES—The Firestone Tire & Rubber 
Co., Akron, Ohio, links up its window displays with its 
Saturday Evening Post advertising, setting up a sample 
window merchandising each Post display, and photograph, 
together with instructions, sending this material to each 
branch for a window installed the week the Post goes 
on sale. The same material is furnished dealers. 

CALUMET BAKING POWDER—The Dealer Ser- 
vice Department of the Calumet Baking Powder Co., 4100- 
4128 Fillmore St., Chicago, Ill., furnishes dealers, on re- 
quest, with material for Calumet window displays, to- 
gether with suggestions for making symmetrical and artistic 
trims. 

WILLIAMS’ SHAVING SOAP—The J. B. Williams 
Co., Glastonbury, Conn., furnish some compelling window 
display material in the form of a three-wing screen adver- 
tising Williams’ Holder Top Shaving Stick and Williams’ 
Doublecap Shaving Stick, together with some attractive 
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counter or window auxiliary material. The lithographing 
is in appropriate colors. 

HART SCHAFFNER & MARX—The manufacturers 
of these famous clothes, from Chicago, encourage mer- 
chants who sell their clothes to send them photographs of 
outstanding displays, linking these up with the suggestions 
of their salesmen and art department, in sending out con- 
structive helps to the dealers. 

WALLACE SILVERWARE—R. Wallace & Sons Mfg. 
Co., Wallingford, Conn., trim many dummy windows in 
their offices and merchandise the idea occasionally through 
a piece of direct mail advertising to the dealers. The sug- 
gestions are accompanied by artistic window cards. 

ATKINS STEEL SAWS—E. C. Atkins & Co., Indian- 
apolis, Ind., in addition to helpful suggestions to dealers, 
send out several crowd-attracting demonstrations, but not 
generally. These demonstrations are confined to certain 
localities, according to conditions. One of the most at- 
tractive of these is “The Mysterious Saw,” which travels 
up and down in a board on a trestle, the public being 
unable to see what runs the saw. 

AUTO STROP RAZORS—The Auto Strop Safety 
Razor Co., 656 First Avenue, New York City, puts out 
some unusually attractive cut-outs and set pieces that, 
coupled with the displayman’s ability, afford some remark- 
able displays.. The United Cigar Stores Co.’s display 
force is using this material to advantage. 

OAKLAND AUTOMOBILES—The Oakland Motor Car 
Co., Pontiac, Mich., aids dealers in window display sug- 
gestions through its house journal, The Oaklander, by re- 
producing attractive displays, photographed by its agencies 
throughout the country. ' 

WELCH GRAPE JUICE—The Welch Grape Juice Co., 
Westfield, New York, linking up their window displays 
with general magazine advertising use the same illustra- 
tions in both and displaymen are familiar with the attrac- 
tive pieces showing rich, luscious grapes and green foliage 
that carry the idea of the vineyard. 

GRUEN WATCHES—The Gruen Watch Makers’ 
Guild, Cincinnati, Ohio, furnish dealers with reproductions 
of their national ads, printed on heavy cardboard, easels, 
and watch display blocks, and recently sent every dealer 
a hand-colored picture of Time Hill to be used for dis- 
play purposes. This was very effective. 

BOSCH MAGNETOS—The American Bosch Magneto 
Corp., Springfield, Mass., constantly instruct their 700 
service stations and 1,400 official dealers, as well as any 
others who may inquire, on tieing up displays with their 
national advertising. Some effective trims have resulted. 

ROBINSON REMINDERS—The Robinson Mig. Co., 
Westfield, Mass., although handling a difficult line of dis- 
play, sent out some attractive display containers, to hold 
samples of their Reminders and Readipads. Samples are 
also furnished for use in these displays to stationers. 

DODGE AUTOMOBILES—Dodge Brothers, Detroit, 
Mich., send out reproductions of the most effective dis- 
plays, picked from the hundreds of photograhps they re- 
ceive from dealers. The photos offer distinct suggestions. 

LUCAS PAINT—The John Lucas Co., Philadelphia, 
Pa., have issued an atttractive book for dealers urging 
them to make 1924 the greatest paint year on record, and 
including a resume of all the display material they furnish. 
It can be ordered by number, and the suggested displays, 
in the book, may be followed if desired. 

OLDSMOBILES—The Olds | Motor ,Works, Lansing, 
Mich., have found splendid response among dealers who 
have followed the exchange of ideas by the submission of 
photographs, practically a set rule with all automobile 
manufacturers in offering display suggestions. 


CHEVROLET AUTOMOBILES—The Chevrolet Motor 
Co., Detroit, Mich., issues a house journal, “Sales Speeder,” 
containing monthly display suggestions, and the advertis- 
ing division employs an experienced window displayman 
who installs special windows in the New York retail store 
and the Detroit show room in the General Motors Building. 
Reproductions of these windows are then used in “Sales 
Speeder” and furnished dealers. 

DUTCH BOY PAINT—The National Lead Co. 111 
Broadway, New York City, builds its dealer-helps around 
the Dutch Boy trade-mark, and the artistic cut-outs from 
some unusually attractive displays. 

DEVOE & RAYNOLDS PAINT—The Devoe & Ray- 
nolds Co., Inc., 101 Fulton Street, New York City, has as 
its display manager, C. M. Edwards, who sets up some very 
artistic dummy windows and submits the photographs, to- 
gether with personal suggestions, to the dealers. 

CAROCO SHAMPOO — The Caroco Laboratories, 
Union, S. C., have just issued a new five-piece display that 
promises to make a distinct hit. Suggestions on displays 
by the dealers are carried in the house journal, American 
Shampoo News.. 

LOWE PAINTS—The Lowe Brothers Co., Dayton, O., 
sent out some compelling displays of varnished pieces and 
attractive card cut-outs. These are furnished dealers on 
the requests of salesmen. 

HARLEY-DAVIDSON MOTORCYCLES—The Harley- 
Davidson Motor Co., Milwaukee, Wis., does not believe 
the motorcycle a difficult product to surround with attrac- 
tive displays, judging by the business boosters they furnish ° 
dealers. They urge displays of but one or two motorcycles 
to gain the best results 

SUNKIST ORANGES—The California Fruit Growers 
Exchange, Los Angeles, sends dealers an artistic book en- 
titled “Fruit Displays That Sell,” which is filled with sug- 
gestions gleaned from the achievements of successful mer- 
chants. The advertising material furnished, coupled with 
the actual product produces some remarkable displays. 

AUTOCRAT LINEN STATIONERY—The White & 
Wyckoff Mfg. Co., Holyoke, Mass., send out a very elab- 
orate display to dealers, using as a centerpiece the Colonial 
Girl trade-mark. This piece is in life-size. Thirteen pieces, 
in all, comprise the lay-out. 

RCA RADIO—The Radio Corporation of America, 233 
Broadway, New York City, published a house organ, “The 
Town Crier” which keeps display suggestions for dealers 
seasonal, and which are based on the photos submitted by 
dealers. 

AUNT JEMIMA FLOUR—The Aunt Jemima Mills Co., 
St. Joseph, Mo., reports that more window display material 
was sent out to dealers the past six months than any year’s 
period in its history. The displays and set pieces are highly 
lithographed in natural colors, with the familiar Aunt 
Jemima trademark foremost. 

MIRRO ALUMINUM—The Aluminum Goods Mfg. Co., 
Manitowoc, Wis., in addition to an exchange of ideas from 
photos submitted by dealers, send out some unusual cut- 
out display cards, including one life-size piece lithographed 
in seven colors. 

HICKOK BELTS—Hickok, Rochester, N. Y., in addi- 
tion to conducting an annual window display contest, which 
gives them many ideas to submit to dealers, provide cus- 
tomers with new material constantly, aiding their trims, 
and maintaining the services of a displayman who builds 
up displays of Hickok products, inclusively, and displays 
of the company’s products in addition to other men’s furn- 
ishings. These are reproduced and furnished merchants. 


VICTOR TALKING MACHINES—The Victor Talking 
Machine Co., Camden, N. J., makes most of its trade-matk, 
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the familiar “His Master’s Voice” and furnishes dealers 
with these dog-statuettes in all sizes. The house journal, 
“The Voice of the Victor,” carries suggestions for simple 
displays that can be utilized by dealers, regardless of the 
size of their stores. 

WILLYS-OVERLAND CARS—The Willys-Overland 
Co., Toledo, Ohio, through the United States Advertising 
Corp., of that city, sends out jumbo enlargements of the 
Saturday Evening Post double-page spreads to dealers to 
utilize in conjunction with their window displays. 

HAAG ELECTRIC WASHERS—An intimate service is 
given the dealer by Haag Bros. Co., Peoria, Ill., in sug- 
gesting a type of window display, in each instance, in ac- 
cord with the dominating industry of the town. Sugges- 
tions sent out are for well balanced displays, and the use 
of price tickets is urged. 

IPSWICH HOSIERY—Ipswich Mills, 160 State Street, 
Boston, Mass., recently started an electrical flasher display 
to a limited number of stores that created great comment. 
It shows a color sunburst -effect of the various colored 
stockings produced by the company. 

ROGERS 1847 SILVERWARE — The International 
Silver Co., Meriden, Conn., reach the dealers through at- 
tractive folders, suggesting displays and give particular 
attention to a Silverware week in May of each year. A 
variety of supplies from velvet lined mahogany display 
trays to replicas of paintings, with electric reflectors are 
furnished. Salesmen impress the value of display upon the 
dealers. 

IVORY SOAP—The Procter & Gamble Co., Cincinnati, 
Ohio, have sent out some exceptional suggestions on Guest 
Ivory, one of their new products, and have confined all 
their efforts to merchandising windows, tied up in some 
way with a special sale of their products. A book of 
suggestions is sent dealers, containing some simple, effec- 
tive displays. : : 

CHAMPION SPARK PLUGS—The Champion Spark 


Stationery Display, Alkire’s Pharmacy, Denver, Colo., Dealer Help by White & Wyckoff Mfg. Co. 


Plug Co., Toledo, Ohio, put their product in attractive 
boxes for display, and coupled with the suggestions and 
cut-outs furnished provide ample material for accessory 
dealers. 

BAKER’S COCONUT—The Franklin Baker Co., 13th 
and Market Streets, Philadelphia, Pa., sent out a series of 
window trim suggestions, which are furnished dealers, to 
be used in conjunction with the actual package. These 
trims are packed in boxes, and can be ordered by number. 

COCA COLA—The Coca Cola Company, Atlanta, Ga., 
divides its material into two classes; one suitable for 
spring and summer, the other for fall and winter. Sales- 
men are supplied with the window display material and 
upon calling on the trade put in window displays, fountain 
decorations, etc. None of this material is shipped the job- 
ber and very little to the dealer, direct. 

SUN-MAID RAISINS—The Sun-Maid Raisin Growers 
Association, Fresno, Cal., in providing unique displays for 
dealers, put out an attractive book for bakers, also, in 
which they urge Wednesday as Raisin Day, each week, 
and provide display material and suggestions to make 
every Wednesday, for the baker, equal to Saturday. 

PLUTO WATER —The French Lick Springs Hotel Co., 
French Lick, Ind., handles its window display material, in 
conjunction with its national advertising through the Mc- 
Junkin Advertising Co., 5 S. Wabash Avenue, Chicago, IIL, 
where Mr. McJunkin is personally in charge of the win- 
dow trim department. Effective displays are issued, and 
dealers are given careful instruction on installation. 





TAKES UP DISPLAY WORK IN IOWA STORE 

Donald D. Kester, formerly display manager for Freund- 
lich & Company, Mansfield, Ohio, has accepted a position 
as display manager for Bremer’s Golden Eagle store in 
Iowa City, Iowa, and is enthusiastic over his new position, 
which affords him exceptional opportunties for his dis- 
play ability. 
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Looking in National Display Windows 


Future looks exceedingly bright, but value of linking up displays 
with manufacturer must not be overlooked 


By ARTHUR FREEMAN 


President, Einson-Freeman Company, New York City. 


Sir OOKING out from the store windows of the 
Ms Py land in 1924, we will behold, I am confident, 
\289)] the increased traffic that indicates a bigger 
and better business. More people with money to 
spend will pass these windows, more automobiles, 
more motor-trucks loaded with goods, more ac- 
tivity than any previous year in the history of 
America. 

These windows will look out upon better adver- 
tising than has ever been done before, higher stand- 
ards of art work, a higher intelligence in selling 
appeal, a more scientific method for doing business 
and a much greater degree of advertising economy, 
looking toward an elimination of much of the waste 
which now characterizes the advertising business. 

The big question for us to think of as the new 
year swings into line is what are we going to see 
looking into these windows from which we have 
just been looking out. The one thing most to be 
desired, and the one thing to which the window 
display world will most direct its attention for 
1924, is a greater understanding of the part which 
window advertising plays in the new science of 
merchandising. y eae 

In scanning the window display horizon for 1924, 
five great essentials appear that every window dis- 
playman should take seriously to heart. The first 
is Turn-Over, the big word in merchandising. 
When a window displayman realizes with every 
piece of merchandise he puts into a window that the 
object of the window is to get rid of the goods 
displayed as quickly as possible, he will begin to 
appreciate and use more intelligently all those 
means being placed at his disposal for bringing 
about this effect. The old saw that “goods well 
displayed are more than half sold” means something 
infinitely more than pleasing arrangement or effec- 
tive layout. It means merchandising, and turning 
over goods at a profit through window display as 
one of the biggest factors in selling. 

This means that the displayman must know his 
store’s stocks thoroughly with the same under- 
standing that a merchandise manager has. He must 
know which merchandise is moving and which is 
not. He must know which merchandise is in de- 
mand, which is most timely to push, and which is 
most profitable to sell. The window display man- 
ager can learn much from the advertising manager 
of his store in the direction of studying the appli- 





cation of selling principles to window display in the 
same sense that they are used in newspaper adver- 
tising. 

The second big consideration in window display 
advertising is timeliness. Many a merchant uses 
his precious window space as a means of making up 
for buying mistakes in an effort to move out-of- 
season merchandise that did not sell when it should, 
instead of giving his valuable space over to the pro- 
motion of merchandise that the people want now. 

Timeliness also refers to taking advantage of 
local and national public opinion, events and other 
situations which link up the window and the goods 
favorably with the public state of mind. The bigger 
stores have always felt it profitable to feature mer- 
chandise in advance of a season as an indication of 
their preparedness, but the writer has often felt 
that much of this is an affectation, and that instead 
of showing merchandise for southern wear in a 
northern store in cold November, appealing to only 
a few, it would be much better to push goods then 
most needed. 

Another big essential in window display adver- 
tising is the element of change. While it is true 
that the big department stores and other stores in 
high-priced locations appreciate the value of their 
windows sufficiently to change them frequently, it 
is a notorious fact that most window displays are 
changed altogether too infrequently. A dealer 
ought to give enough consideration to his window 
to be willing to change it at least once a week, and 
perhaps oftener, not only to represent his entire 
stock several times during the year, but to be con- 
tinually making new impressions upon his trade. 
After people have once seen a window, it loses in- 
terest for them and is dismissed like an advertise- 
ment which is kept repeating. Even if the same 
merchandise were left in the window but the ar- 
rangement changed, and perhaps other elements 
added, it would tend to strengthen the impression 
and hence its selling power. 

Perhaps the chief reason for a lack of change is 
due to the fact that merchants are not yet sold on 
the precious value of window space, and many still 
think there are other things more important. But 
we, as window displaymen, contend that, as the 
windows are the very soul of a store, so the whole 
institution is, to some extent, judged by the charac- 
ter of its windows, and that there is not another 
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First Prize Window Display in Eversharp School Opening Contest, Won by Simpson-Whiteman Co., Dallas, Texas 


single element in the retail business more important 
than window display. 

The next important essential to which I direct 
attention is the element of advertising hookup, and 
this is a big subject. If advertising in the magazines 
and newspapers, on the billboards, in the street cars 
and elsewhere has any value at all, it must be ob- 
vious to any intelligent man that the value of all 
this advertising is in proportion to the extent that 
the retail dealer crystallizes all the previous im- 
pressions made upon a customer somewhere in his 
store, either in the window or on the counters, or 
both, referring, of course, to goods sold through 
retail channels. 

When an ingenious dealer arranges his store and 
his window to attract the favorable attention and 
interest to a certain line of merchandise, which has 
been advertised to his clientele at the same time 
through other channels of advertising, he is virtu- 
ally standing at the curb and shouting to readers of 
magazines, newspapers, billboards, printed matter 
and other forms of advertising that he has the 
goods they want. 

The final thought I wish to leave with the dis- 
play managers of 1924 will undoubtedly meet with 
resistance on the part of many display managers, 
and yet is one of the biggest things deserving their 
consideration. It is a more intelligent use of the 
advertising material farnished by national adver- 





tisers. I am thoroughly alive to the fact that a very 
large percentage of the lithographed display mate- 
rial, and other manufactured and syndicated win- 
dow displays generally, are unfit for the use of some 
types of stores, but I maintain that this is more due 
to a lack of understanding on the part of the cre- 
ators and producers of this material than that the 
fundamental idea is wrong. 

As a matter of fact, many manufacturers are 
available to produce window display material which 
could be used with splendid effect by local display 
men in improving the beauty, and, what is more, 
the merchandising power of their windows, if prop- 
erly handled. If a window display man made it a 
consistent policy to go over all the display material 
supplied by advertisers and check up with buyers 
of the various departments when certain merchan- 
dise is to be featured or on display, he would find a 
veritable treasure chest of ideas, effects, stunts and 
methods for getting up windows that would pro- 
duce real business. 

It is both my hope and my prediction for 1924 
that window display managers, as well as all those 
smaller merchants who dress their own windows, 
will come to realize more and more that every 
single one of the fundamental principles of adver- 
tising and selling which are used in personal sales- 
manship and all forms of advertising can be em- 
ployed with profitable results in window display. 
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Making the Most of a Difficult Line 


Advertising department of large corporation explains how it handles 
window display material to insure results 


By R. F. STRATTON 
Advertising Dept., B. F. Goodrich Rubber Co., Akron; Ohio 


ISTRIBUTING display material in a way 
that insures the most efficient coverage of 
retail channels and use, has long been a 
problem with many large manufacturers. Perhaps 
this problem looms up more serious today than 
ever before. The greater recognition of the win- 
dow as. an important factor in merchandising by 
both advertising and sales executives has brought 
about a condition of extreme competition. 





The many thousands of retail establishments 
throughout the country, who must depend upon the 
time and inclinations of the proprietor for window 
displays, present an opportunity to the manufac- 
turers for increasing sales and building good will 
via the window display route. The result, of course, 
has been a veritable flooding of merchants in many 
lines with window display material—lithographed 
cut-outs, hangers, display stands, papier-mache 
forms and whatnot. Obviously the retailer cannot 
use everything he receives. Perhaps he has some 
ideas on window decoration of his own that he 
wants to exploit, or—and this is true in some cases 
—if he used everything in the display line that was 
sent to him he would have to change his windows 
so often it wouldn’t give him any time to run his 
store. 

This emphasizes the necessity of designing the 
window display material in the most effective way 
from the dealer’s standpoint and also of studying 


the distribution of such material with the purpose 
in view of reaching just those retailers with dis- 
plays who have been sufficiently sold on the idea of 
using the display or who have not been flooded 
with other similar material. 

In this connection the experience of the B. F. 
Goodrich Rubber Company is well worth telling for 
the possible benefit that others interested in such 
class of displays and their distribution may derive 
from it. Goodrich develops two types of displays, 
one for dealers and another for their branch and 
depot windows. The former type of display can- 
not be so elaborate nor expensive. First there are 
limitations as to size in order that no matter how 
large or how small the window, the display will 
look neither awkward nor insignificant. The num- 
ber of dealers to be reached by their distributing 
plans necessarily limits the element of cost. 


In 1923 more than twenty thousand dealer dis- 
plays were distributed by The Goodrich Company. 
From this it can be readily appreciated that the 
expense of design and production of display mater- 
ial had to be kept down to the lowest possible fig- 
ure. It has been estimated by this Company’s ad- 
vertising department that practically 99 per cent 
of these twenty thousand displays were used by 
the dealers. This estimate was arrived at after 
a study and analysis of salesmen’s reports. In the 
Goodrich window display distributing plans, the 





An Artistic Goodrich Tire Window Display, Depicting Tourists Viewing Scenery 





salesman played an important part. All orders for 
such material had to come from the salesman, 
through the branch under whose jurisdiction he 
traveled. This provided a double check on the 
distribution. The branch had to be assured of the 
dealer’s sincerity in wanting the display and then 
after he had received it the salesman was his own 
investigator to see that it was used. 


The display consisted of three pieces—two 
panels and a center piece, which was designed to 
give the window an illuminated effect concentrat- 
ing a diffused light within a tire center. This 
feature was found to be one of the most impressive 
to the dealer and in many cases argued well for its 
use. It not only gave the dealer snappy color ef- 
‘fects, but also gave him the opportunity to employ 
light in his windows in an ingenious and attractive 
way. Striking transparency designs were furnished 
throughout the year to provide the dealer with 
changes for the center panel. The result was that 
in many thousands of cases the dealers kept the 
displays in their windows for many months because 
the center panel changes provided the display with 
a freshness which retained its attracting powers. 
The three pieces were readily adaptable to any size 
or shape of window and complete arrangement dia- 
grams and directions were printed on the back of 
the center panel. Suggestions were also given in 
this printed section on how to arrange the mer- 
chandise in conriection with the display to secure 
the best possible selling effect. 


More leeway was allowed in branch and depot 
window displays, however, and in this connection 
it is well to say something of the development this 
company has made of the illustrative idea. For the 
most part, the Goodrich branch and depot windows 
are equipped with standardized movable panels to 
serve as decorative backgrounds. These panels are 
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Putting Human Interest Into the Goodrich Tire Display, Following Seasonal Idea 








used month after month, only the foreground fea- 
tures of the displays being changed to provide 
freshness. The local point of these displays as a 
rule is a product of the photographer’s art. Ordin- 
ary bromide enlargements of a posed subject, or 
an interesting view are made up to the size required 
for the setting. The designer works with his win- 
dow as a stage. The whole is planned in detail with 
sketches before the collaboration of the pho- 
tographer is called for. Then follows the location 
hunts, the securing of models and the direction of 
the poses which the photographer secures as “stills” 
on an 8x10 negative. . 


It has been found that the least distortion of 
perspective is secured when the photographer 
lowers his camera to a position that approaches the 
average elevation of the eye of the observer as he 
passes the window. The Goodrich designer has made 
an exhaustive study of the photograph in its relation 
to window display use and as a result has ascer- 
tained the effective angles of projection to secure 
the most life-like reproductions. Color is one of the 
dominant qualities of these window display enlarge- 
ments. But to secure the most impressive color 
treatment the ingenuity and brush work of the 
artist are called for. The first or master display 
is made up with the greatest possible care employed 
in the study of color values. Other displays are 
then built from this key display, which is a guid- 
ance for coloring, lighting and arrangement. 

Several outstanding advantages favor these 
types of displays. In the first place results that are 
superior to lithography are secured. The display, 
aside from the novelty appeal they possess are de- 
cidedly full of human interest. They have a touch 
of realism, the value of which from a sales stand- 
point is immeasurable. Such displays are, perhaps, 
particularly adaptable to the rubber and tire field. 
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Value of Lighting Methods is Proven 


Tests show conclusively that modern methods of window display 
illumination bring additional sales to store. 


By E. L. SYLVESTER 


Formerly with the Service Dept., Edison Lamp Works, Harrison, N. J. « 


{HE show window of a store represents a 
relatively large investment, and its fixed 
charges are heavy, in that its space is taken 
from the store area, and, of course, the rent is fig- 
ured from the total square feet occupied. A statis- 
tical expert recently reported tests as to the value 
of window space toa store. In one store, more than 
100 feet long the windows only two feet deep, 
proved to be worth 12 per cent of the rent asked for 
the whole place. 

Now, it is axiomatic that the more hours per day 
a shop or piece of machinery is used the less propor- 
tionallly becomes the fixed charges. Therefore, 
from an economic standpoint the valuable show 
window should be utilized every possible moment. 
If, when the sun sets the show window becomes 
useless to the proprietor, he is actually losing mon- 
ey every hour that there is anyone on the street. 

Beyond a doubt, the show window is a minia- 
ture stage, and the displayman a scenic artist and 
stage director. He can learn much with regard to 
artificial lighting from the stage manager. The 
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Showing the Well Illuminated Window in Test at Miller & Peck Store, Waterbury, Conn. 


lamps to light the display should never be in view, 
for the store is usually selling merchandise, and not 
lighting fixtures. The thought of the manner in 
which the window is lighted should never enter the 
casual observer’s mind. To properly conceal win- 
dow lighting reflectors, it is usually necessary to 
provide the window with a drapery or other valance. 
The three vital factors which enter into the success 
of window lighting are: Light direction, intensity 
and color. 

In general, the light must come from in front 
and above the goods, in order to avoid bad shadows. 
Shadows are necessary, but they should not be too 
sharply defined. We should have no difficulty in 
distinguishing objects in shadows, nor should we 
confuse the edge of the object with the edge of the 
shadow. The so-called shadowless windows are un- — 
satisfactory since the sense of size, proportion, dis- 
tance and texture are easily lost or so badly dis- 
torted as to repel observers rather than attract 
them. It is a well known fact that very startling 
effects can be produced by varying the direction of 
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Window Lighted with Gas Burners in Illumination Test at Waterbury, Conn. 


light in a show window. However, if the lighting 
units are placed in the upper front part of the win- 
dow, the results are usually most satisfactory. 

The intensity of illumination necessary to show 
off the goods in the window properly will depend, 
to a certain extent, on the color of goods on dis- 
play. We see things by the light reflected from 
them to the eye and from this fact it is evident that 
a window with white or light colored goods will 
send back to the eye’a great deal of the light falling 
on them, while one containing dark goods will re- 
flect but little light, and therefore require a much 
higher intensity to give the same effects. 

The show window is designed, primarily, to at- 
tract the crowd and compel its attention. Colored 
light is one of the best means at the disposal of 
the displayman to produce the desired effects. 
Startlingly novel effects may ‘be obtained by the 
use of colored window lighting, but it is, however, 
not good taste to use methods which make the dis- 
play garish. It is not advisable for an inexperienced 
window dresser:to attempt to use lighting, unless 
he has made some study of the effect of colored 
light on colored objects, for he is very apt to ob- 
tain some incongruous effects. At this point it 
might be well to mention the possible uses of the 
spotlight. By means of this apparatus, the three 
factors mentioned above may be varied in any local 
area. Especially novel and attractive-compelling 
are the effects which may be obtained by illuminat- 


ing some certain objects with a high intensity clear 
or colored light, either by night or by day. The re- 
flector and lamp equipment for a show window 
must be chosen very carefully to fit the require- 
ments of each respective window. 


During a better window and store illumination 
campaign which the writer was conducting in 
Waterbury, Conn., it was found advisable, in order 
to more forcibly demonstrate the advantages of an 
installation for correct display window illumination, 
to arrange for a test to show the real advertising 
value of a show window measured in terms of the 
attracting power. 


Through the courtesy of the Miller and Peck 
Company, retailers of drygoods at Waterbury, 
Conn., the co-operation of the local contractor and 
the Connecticut Light and Power Company, a trial 
installation was ‘made in one of the display win- 
dows. This consisted of nine mirrored glass win- 
dow reflectors, mounted on 18-inch centers along 
the front upper edge of the window and six inches 
in from the glass. In order to obtain true color 
value appreciation, a 150-watt Mazda C Daylight 
lamp was used in each of the reflectors. With this 
set-up, an intensity of approximately 40 foot-can- 
dles was obtained. 


In order to compensate, adequately, for the 
novelty that was found to exist due to the contrast 


(Continued on page 56) 
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Foremost Displaymen Predict F uture 


Tell what they think field of display is to produce during the 
year just starting, and give some valuable advice 


So many expressions of confidence and inspiration in 
the future of display, indicative of the progress of the year 
1924, were received by The DISPLAY WORLD that all of 
them could not be published in the January issue. The 
expressions below are only a few more containing thoughts 
to ponder over from some of the country’s foremost artists 
in the display field.—Editor. 


More Co-operative Spirit One of the Greatest Thoughts 
for the New Year 


By CARL F. GOETTMAN, 
Display Mgr., Joseph Horne Co., Pittsburgh, Pa. 


‘The greatest progress during 1924 by displaymen will 
be made through their initiating and fostering a more co- 
operative spirit between the buyers and themselves. There 
has been a tendency during the past several years: for dis- 
playmen to foist upon the buyers their ideas somewhat 
arbitrarily. The better plan is to sit down with the buyers 
individually or collectively and discuss plans for the future. 

The display organization of the store is certainly one 
of the best mediums of sales promotion, and the most suc- 
cessful sales promotion departments, owe their success to 
co-operation. If I can leave one thought with you, it is 
this—“Co-operation is the key of success.” 

It has been the failing of some displaymen to idle away 
many useful hours of the store’s time while not actively 
engaged. in arranging displays. They sometimes seclude 
themselves in a private office and lock the doors to dream 
of inspirations. If they would spend this time in their store 
among the selling departments they would get more inspi- 
ration than by sitting ina swivel chair with their feet on 
the desk. 

Active co-operation is what I mean to suggest. Al- 
though this may seem a’ paradox, “a displayman may be 
useful as well as ornamental.” 


Make 1924 the Best Year and Make Your Job the Best Job 
is Happy Thought 


By O. WALLACE DAVIS, 
Display Mgr., H. Batterman Co., Brooklyn, N. Y. 


“If you can’t be a pine on the top of the hill, 
Be a scrub in the valley; but be 

The best little scrub, by the side of the rill— 
Be a bush, if you can’t be a tree.” 

We all dream of great things we would like to do and 
high positions we would like to fill, and picture to our- 
selves how fine it would be to be rid of all the routine and 
petty humdrum of ordinary life, yet success is not occupy- 
ing a lofty place or doing conspicuous work. It is being 
the best that is in you. 

Rattling around in too big a job is much worse than 
filling a small one to overflowing. Dream, aspire, by all 
means, but do not ruin the life you must lead by dreaming 
of the one you would like to lead. Build air castles, but 
don’t give up the key of your cabin until the castle is 
ready for you. Do the thing near at hand so well that 
great things will come to your hand to be done. To be 
happy and content in the performing of one’s work is 
about as high a wage as a man can hope fo earn. 

Babe Ruth never complains thut the opposing pitchers 
are working their hands and arms off to fan him. He just 


sticks in there swinging at every ball within reach. Ty 
Cobb doesn’t complain that the opposing teams are doing 
their darndest to keep him from stealing a base. He puts 
speed and nerve against the whole bunch and comes dash- 
ing, hurdling, sliding in, daring to win or lose on his merit. 

Bob Fitzsimmons lacked the physical bulk of the men he 
fought and was often’ floored in the early rounds of his 
fights. But by pure grit and giving the best he had in him 
he turned many a defeat into victory. These men were all 
mighty good scrubs before they became “pines on the hill.” 

Your job may be small or not up to your ideals, but 
keep your chin up. Swing hard at every opportunity to 
improve your work. Put all you’ve got into every punch, 
aimed at your big problems, and your grit and nerve will 
bring you sliding into a bigger, better job. 


Displayman Has Duty Ahead of Him in 
Convincing the Merchant 


By HENRY SHERROD 
Display Manager, The Stewart Dry Goods Co., Inc. 
Louisville, Ky. 


The general chaos of merchandise conditions makes it . 
necessary for displaymen to use every trump in their hands 
With full seasons behind, they must squarely face the com- 
ing year with its serious problems, valiantly. 

While the merchant is coming into fuller realization of 
the great possibilities, and the enormous value of having 
merchandise correctly presented, he doesn’t know, in many 
instances, that he practically binds his displayman by 
forcing his own views on him. Slowly, as if with fettered 
feet, the worthwhile windows have struggled up—hold 
them there. While they have far to go before they are per- 
fected, they have become indispensible to the wise 
merchant. 

It is up to YOU to convince him and bring him to the 
full knowledge of what his display space means, not only 
to himself, but to the public. You, will have every oppor- 
tunity to do this during the coming seasons—use it. 


Merchandise End of Display Must be Grasped to 
: Insure Full Success 


By JACK L. CAMERON 


Display Manager Harris-Emery Company, Des Moines, 
Iowa, and Vice President I. A. D. M. 


On a recent trip to a few of our larger cities, I was 
surprised to find that some of our cheaper-grade. stores 
made the most effort at Christmas time. In other words, 
our weakest links were the strongest. In a recent con- 
versation with a prominent State Street man, we were 
discussing the future of this profession. He predicted that 
the coming boys would fall down if they didn’t grasp the 
merchandise end of display. 

The young men who are learning display are not learn- 
ing where the merchandise emanates from, or the right or 
wrong side of materials, its purpose, what it is used for, 
tendency and styles, and to speak plainly, they do not rise 
from some department to the display profession. They 
come in without any knowledge of the mercantile business. 

The great and the biggest purpose of the window dis- 
play profession is to show the merchandise in its truer 
form. You must feel the atmosphere that the merchandise 
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Beautiful Display of Roger Bros. 1847 Silverware by Jerome A. Koerber for Strawbridge & Clothier, Philadelphia 


lives in. Displaymen of tomorrow will not command any 
salary if they do not know merchandise in their respective 
stores. I know of a prominent house that took its display- 
man and went over to a sample room, and picked out a 
half dozen high-priced dresses in order to find out if this 
man had any merchandige ability; to determine if what 
he chose would sell. I am still a firm believer that this 
business is still in its infancy, but you are in the right 
profession, for it will surely pay a good man any place. 
Keep the public aware of what is new and show it in a 
new way. Live, and learn and let live. 


Displaymen Offered Opportunity in Learning 
Furniture Display Field 


By PAUL FRANCISCO LUPO 
Display Director, Baker Brothers Furniture Co., 
Los Angeles, Calif. : 


Few displaymen, if any, have really specialized in the 
particular merchandise featured in furniture windows ex- 
clusively. In this cqnnection, allow me to say that many 
displaymen are “losing out” on the immense pleasure and 
thrills to be derived from this field. After all, home is 
closest to our hearts and home settings are a joy to us. 
In planning and executing these, we feel we are moving 
into a new home every week. Our displays, for the larg- 
est furniture store in the world, are changed once a week. 

It is my hope that more displaymen wilt branch out 
into the furniture field, so that at some future date, any 
of us requiring assistants can obtain them without delay. 
At this time there is a scarcity of furniture displaymen, 


and as a rule, we must take men with dry goods store ex- 
perience and instruct them in BARKER BROS. style of 
display, originally formulated by myself. 

BARKER BROTHERS has played an important role 
in the upbuilding of Los Angeles—a record of forty-three 
years as sponsor of the Better Homes campaign, which is 
now a national institution. BARKER BROS. has also 
been a great benefactor in educating the public, in a costly 
way, of course, to Barker’s, by information given through 
lectures by decorators to communities, clubs, theaters and 
gatherings for the general public. 

Window displays have also done much toward the 
same movement. We feel highly gratified for the things 
done in 1923 and look forward to great accomplishments 
in 1924. We wish the same for all displaymen who are 
sincerely interested in the betterment of window displays, 
elevating them to a high plane of efficiency and high stand- 
ard type of classic displays, thereby commanding the sin- 
cere respect of the public, as well as the officials of all 
progressive stores. It is up to each individual displayman 
to achieve these results and collectively, we will be doing 
much toward the upbuilding of our own store, surroundings 
and community pride. It looks like a successful 1924. 





NEW TRAVEL AD DISPLAYS FOR WINDOWS 

The J. E. Marqua Company, of Cincinnati, Ohio, has 
introduced a new round travel ad display that is finding 
much favor in all mercantile lines. In addition to the mov- 
ing figures on the illuminated cylinder, it affords -a running 
advertisement. 








construction of refri 


1WO million dollars sounds like a lot of 
money to spend on a food store, but 
-@> | Donahoe’s, of Pittsburgh not only wanted 
the finest store in the country dealing in food prod- 
ucts, but they wanted the last word in display value. 
They got both. The new building, opened recently, 
may almost be termed a “food palace,” and is lo- 
cated in Fifth Avenue, through to Diamond Street, 
between Wood and Market Streets, in the heart of 
Pittsburgh’s shopping district. 
- The imposing exterior of the store building is of 
white marble mixture terra cotta. The first im- 
pression on entering is vastly different from the 
ordinary store. There are no supporting columns, 
usually considered indispensable in a building of 
this size. The entire street floor is one gigantic 
room. The lighting system is concealed, but perfect. 
At regular intervals 1,200 one hundred-watt electric 
lamps flood the store with light that displays the 
merchandise exactly as it is. 

All Donahoe window displays have a very novel 
lighting arrangement. Concealed electric lamps, 
none of them inside the displays, light up the win- 
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Great Food Stere Values Display 


Two million dollar Pittsbu 3 sh store is last word in perfect 
tated windows and cases 





Showing Remarkable Interior Meat Display Cases 








dows in wonderful fashion. The base of every win- 
dow display is of highly polished tile, which can be 
easily cleaned. In the windows, on both the Fifth 
Avenue and Diamond Street sides, pipes are bent 
into various shapes—some spell “Donahoe,” others 
spell “Meats,” “Cheese,” “Cafeteria,” etc. These 
pipes are the means of refrigeration for the win- 
dows. They keep each window at an even tempera- 
ture, so that the foods displayed remain fresh and 
retain their full nutritive qualities. The displays 
are artistically arranged and are so inviting that 
there is little speculation as to why Donahoe’s do 
such an enormous business. 


Miles and miles of finest black and white Carrara 
glass and heavy plate glass are used in the con- 
struction of the many counters in the new store. 
The meat counters are exceptionally long. With 
their polished black and white Carrara glass fronts 
and ceramic tile bottoms, they present a most in- 
viting appearance. Heavy plate glass encloses the 
display, which is almost entirely refrigerated. At 
Donahoe’e, meats are never out of refrigeration 
from the time they are received at the store until 





of Donahoe’s, Pittsburgh, Pa. 
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Two of Donahoe’s Attractive, Hunger Inducing, Refrigerated Windows, Pittsburgh, Pa. 


they are handed to the customer. Even the walls 
behind the counters are decorated with white Car- 
rara glass and the nickeled steel racks are orna- 
mented with French beveled plate glass mirrors. Fresh 
flowers and green ferns add to the decorative features. 

The same method of refrigeration runs through- 
out the store wherever perishable foodstuffs are 
displayed. Not only is the visitor to the store im- 
pressed with the cleanliness, but the display of 
foodstuffs is so appealing that he just about wants 
to buy everything he sees. If he becomes so 
hungry, he can’t wait, a cafeteria on the second 


floor comfortably seats 1,000 persons with the last: 


word in equipment and furnishings. Two large 
elevators and an artistic staircase lead to the upper 
floors of the building. 

The store has many departments, including the 
cheese, butter and eggs, game, fish, poultry, coffee 
and tea, relish, produce, grocery, pastry, cut flowers, 


confectionery, meat, lunch counter, soda fountain 
and cafeteria departments. Electrically equipped 
bakeshops, kitchens, dishwashing rooms, refrigerat- 
ing machines, meat storage rooms, and a complete 
ice cream plant occupy other portions of the build- 
ing. The offices of the company, which conducts 
many other stores in the Pittsburgh district are lo- 
cated on the third floor. A roof garden for the 400 
employees of the new store is also being planned. 

Departmental signs of the finest green mosaic 
art glass—all electrically lighted—guide the visitor 
quickly and correctly. All the features of the es- 
tablishment make it one of the show places of Pitts- 
burgh. P. J. Donahoe is president of the com- 
pany; T. K. Donahoe, vice president, and J. A. Don- 
ahoe, treasurer and general manager. The latter 
member of the firm personally directs the unusual 
displays in the windows and store, in addition to 
employing a display force. 


<0 00000 


MILLWARD RE-ENTERS THE DISPLAY FIELD 

B. J. Millward, formerly display manager for Mannhei- 
mer’s, St. Paul, Minn., has re-entered the display field, and 
his old calling. More than a year ago, Mr. Millward was 
promoted from his display position to another department 
in the Mannheimer store. He is a former president of 
the I. A. D. M., and served that organization faithfully. 
Realizing the good results of co-operation with the national 
advertiser, Mr. Millward has decided to establish a display 
service in the Twin Cities, Minneapolis and St. Paul, and 
will soon open offices in the Midway District. Until these 
offices are open, he will be located at the Shrine Club, 
Ryan Hotel, St. Paul. 





NATIONAL TOAST CAMPAIGN STARTED 


The Wheat Council of the United States, 77 West Wash- 
ington Street, Chicago, is conducting a National Toast 
Campaign, urging the eating of more toast by American 
families. Extensive newspaper publicity and advertising is 
being used, and it is anticipated the campaign will bring 
about some unusual window displays on the part of bakers, 
food dealers, and electrical appliance shops. 


R. B. TWYMAN GOES WITH SCHACK FIRM 


The Schack Artificial Flower Co., Chicago, besides ac- 
quiring a big new factory and increasing its facilities in 
every way, has been fortunate enough to obtain the ser- 
vices of R B. Twyman, a trained, experienced artist and 
displayman, well known in the display field. His contribu- 
tions to various magazines and trade papers on display 
have established him as an authority on the subject. Mr. 
Twyman will act in the capacity of designer and sales exe- 
cutive. His affiliation with Schack’s is just another big 
stride this well-known house is making in perfecting both 
the artistry and quality of its line, as well as its capacity 
for bigger and better service. 





SACRAMENTO HAS BIG DISPLAY CONTEST 


The Sacramento Chamber of Commerce recently con- 
ducted a window display contest in connection with the 
opening of Sacramento’s three million dollar filtration 
plant. More than a score of stores participated and the 
first award was given The Emigh-Winchell Co., while hon- 
orable mention was received by Weinstock, Lubin & Co., 
and the John Breuner Company. 
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Artistry in Displays of Specialist 


Prominent window expert tells how he secures results for the 
manufacturer by giving care to the details 


emo LIERE is a man in New York who is a won- 
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faim (erful displayman. He trims the windows 
| Ge_} of the United States Rubber Company’s store 
at Broadway and 58th Street, so that they have be- 
come, in a way, an institution in New York City. 
Personally, if I am in that neighborhood, I will 
walk a block out of my way to see these windows.” 


This statement was recently made to the editor 
of The DISPLAY WORLD by H. E. Allen, assis- 
tant manager of sales promotion for The Fleisch- 
mann Company, New York City. Continuing, Mr. 
Allen said: 


“All this man has to work with are rubber tires, 
which, while they are useful, are not beautiful. In 
his settings, he can absolutely glorify a tire, and 
lift it out of the ordinary into the unusual. On 
a street filled with automobile stores, and auto- 
mobile accessories, he always gets an audience 
to look in his windows and give his products 
attention. How many bakers are there through- 
out the country who really give their attention to 
the limit, such as their products justify? How 
many bakeries lift their windows out of the or- 
dinary run of bakery windows and glorify the 
products they have to sell?” 


Mr. Allen did not know the quiet, unassuming 








man who is responsible for these remarkable win- 
dow displays of the United States Rubber Company, 
in New York. He merely knew, as thousands of 
others know, that the windows were worth a trip 
to Columbus Circle any night to see. But the mod- 
est George A. Smith, window display advertising 
specialist, who is the man behind the United States 
Rubber Company’s displays, has finally been per- 
suaded to tell something of his work, for he creates 
many other displays besides those mentioned. He 
has said this to The DISPLAY WORLD: 


“I have in my studio, a set of windows of var- 
ious sizes that I call model windows, in which I set 
up model displays for manufacturers of their prod- 
ucts and display advertising material, such as pos- 
ters, placards cutouts, etc. The idea is to show 
the dealer and displayman how best to use this 
advertising material in connection with the display 
of the goods. All this material and goods is sent to 
my studio for this installation. 


“After the displays are installed, I take a photo- 
graph of them, also a picture of the fixtures just as 
they are placed in the display of the merchandise. 
I call this the skeleton, or setting. In addition to 
the use of the cutout, etc., I may add a few sprays 
of foliage, or covered panels, in fact anything that 





Apparel Displays by Geo. A. Smith, Display Specialist, New York City 
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would add to the general effect of the display, and 
which may be secured very easily by the display- 
men. These photos, with a complete description 
of the display are printed in pamphlet or booklet 
form, and sent out to the dealer with the merchan- 
dise, or mailed to them. 

“By this method, the manufacturer gets all there 
is to be had out of his advertising material. It 
shows the dealer and displayman how to accom- 
plish this to the best possible advantage. I have 
done this work for the past twelve years for some 
of the largest manufacturers throughout the coun- 
try. In addition to this service, I do a great many 
displays for automobile dealers, such as Willys- 
Overland, Cadillac, Hudson and several others. In 
fact, I cater to the big manufacturer, such as The 
Phillip-Jones Corporation, manufacturers of Van 
Heusen Collars; Schrader & Sons Co., manufac- 
turers of tire gauges, valves, etc., I do not make any 
attempt to get the business of the small dealer, or 
retailer. Neither do I cater to the service of in- 
stalling displays for the manufacturer, in the re- 
tailer’s window. My proposition is strictly with the 
manufacturer, whenever it is possible to do so.” 

Mr. Smith firmly believes in the future of dis- 
play as shown by his article predictory of the fu- 
ture, published in the January issue of The 
DISPLAY WORLD. Some of his most familiar 
window displays, in addition to the U. S. Rubber 
Co., in Uptown New York are those of the .Rem- 
ington Typewriter Co., on Downtown Broadway. 





NEW MAN IN INDIANAPOLIS DISPLAY FIELD 

R. M. Davis, display manager of H. P. Wasson and 
Co., Indianapolis, Ind., has added another man to his de- 
partment, A. Porter, from the Kaufman-Straus Co., Dan- 
ville, Ill, and who was formerly with H. P. Wasson & 
‘Co., about two years ago. His friends will no doubt be 
glad to learn he is back again. His addition to the dis- 
play department as interior displayman will no doubt be of 
great benefit to the store, and increases the display force 
to five persons. 





ISLAND WINDOW HOLDS MENAGERIE 


During the winter circus engagement of the Hagenbeck- 
Wallace circus, in Cleveland, Ohio. for the Shriners, the 
big island window of the May Company store was used 
for a menagerie exhibit. Several of the animals used were 
of life size, and their movements were natural. On one 
side was a big elephant, his ears, trunk and tail moving, 
while on the opposite side was a giraffe, with its head up 
among the artificial branches close to the top of the case. 





NEW MILWAUKEE GIMBEL ADDITION OPEN 

The new eight-story addition to Gimbel Brothers’ store 
at Milwaukee, Wis., has practically been completed, and 
the new walkway along the Milwaukee River, which will 
be opened in the spring, will be the only promenade of its 
kind along any department store in the United States. A 
new grill room on the eighth floor of the new addition has 
been opened, with a capacity for more than 600 diners. 








Artistic Displays of Nationally Advertised Articles 
by Geo. A. Smith 








MADE NEW GENERAL MANAGER OF TWO STORES 

James T. Gillmer has been made general manager of 
the Geo. E. Stiffel Co., department store and the George 
R. Taylor Sepcialty Shop for Women, at Wheeling, West 
Virginia, to supervise both stores, the appointment having 
been made by the National Department Stores, Inc. 
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More Business During Alterations 


Installation of new store front by Broadway merchants capitalized 
on by sale that draws the crowds inside store 


By BEVERLEY N. HARISON 
Display Publicist and Analyst, New York City 


Certain sections of New York City are constantly chang- 
ing, new buildings are going up and old buildings are being 


remodeled to keep pace with changing conditions. Other. 


sections are conservative and there is little or no new 
building or alteration going on. Wallach Brothers’ store, 
at 265 Broadway, is just opposite City Hall Park, slightly 
above the towering monuments of steel and stone and a 
trifle below the old wholesale district. When they decided, 
after months of study to take out their old front and put 
in a new one, it created quite a stir among the downtown 
merchants. 

Like hundreds of other stores in that section, the win- 
dows formerly consisted of conservative straight front 
plate glass with mullions, and although thousands of per- 
sons passed’ them during the course of the business day, 
there was nothing to attract attention to the windows ex- 


the fact that the offerings were at the 265 Broadway Store 
only, and that the offer was made because of the incon- 
venience which the alterations might cause. “These Hart, 
Schaffner & Marx suits would be worth the effort if you 
had to climb a picket fence and jump a ditch to get 
them,” was the clever wording used in one of these ad- 
vertisements. 


The second method of attracting customers was simple, 
yet equally effective. On the boarded front an announce- 
ment of the offerings was posted. The average person has 
a bump of curiosity and when something unusual is going 
on wants to find out what it is. The passerby noticed that 
something was going on, stopped through curiosity to find 
out what, saw the signs, and -kncwing the reputation of 
Wallach’s, a goodly percentage entered the store. 





Sales-Inducing New Display Front of Wallach Bros., Broadway Store, New York City 


cept the displays, which were necessarily limited. They 
needed more and better display space and a front that 
would attract the casual passerby. This they now have 
and the results of their efforts are shown by the increased 
business now being done. The new windows are also con- 
servative but have an atmosphere of refined beauty that 
has had the desired effect of increasing sales. 

Several manufacturers of store fronts were called in 
and asked to submit plans and estimates. After considera- 
tion the Paramount Contracting Company, 124 West 124th 
Street, New York City, was awarded the work. Many 
merchants hesitate to make changes in their store fronts 
believing that a falling off in business during alterations 
would result. Perhaps the experience of Wallach’s is 
unique, but strange as it may appear, there was an in- 
creased volume of sales during the period that the windows 
were boarded up and the entrance a tangle of boards, ce- 
ment and other materials. 

Two methods were used to bring customers into the 
store. During this period small advertisements were in- 
serted in the newspapers announcing special offerings of 
five Hart, Schaffner & Marx suits and overcoats. Thus, 
small advertisements of nationally advertised products of- 
fered at prices below those prevailing in other stores helped 
to bring trade. These advertisements called attention to 


The merchant who is thinking of changing his store 
front need have no apprehension of a temporary loss in 
trade if he uses methods that will attract attention. These 
methods may be the ones used by Wallach Brothers, or 
others equally simple. It is still too early to know exactly 
what effect the new front will have. Sales have been 
materially increased and Wallach’s are satisfied that the 
investment will prove a profitable one. The display space 
has been more than doubled without encroaching to any 
material extent upon the store interior. 





PEEPHOLE WINDOWS PROVE MAGNETIC 


The grocery department of the Great Eastern Bazaar, 
at Trenton, N. J., recently installed a peephole window 
that caused no end of comment and curiosity. An aper- 
ture just big enough and high enough for the average 
person to look through was cut in front of the curtain 
of one of the display windows. At night, the curtain 
was drawn down, leaving the interior in darkness. A 
conspicuous sign-drew attention to an electric button, 
placed out of reach of mischevious children. Anyone 
wishing to satisfy the curiosity would push the button 
and illuminate the interior, which’ displayed a choice line 
of canned and bottled goods. mike 
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A Dispia YMEN and Merchants should 


make it a point to see our marvelous 
new Show Rooms. 


THEY will be no less impressed with 
a Was the Strikingly artistic conception {of 'the 
: display rooms, with their beautiful drap- 
eries, ornaments and lighting effeéts, than 
with the wonderful exhibition of new 
Ge decorative objeéts of singular beauty, 
originality and artistic excellence —the 
whole affording a distinét {inspiration in 
the art of display advertising. 
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Sep: NEITHER have we forgotten their 
personal conveniences —a comfortable 
writing room, free telephone and steno- 
graphic service, privacy. 
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Have you our Spring catalog? 
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The Botanical Decorating Co. 


(Established 1895) 
319-27 W. Van Buren St. CHICAGO 
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The Display World Pictorial Review 


Upper Left, Display by R. T. Whitnah for Crosby Bros., Topeka, Kansas; Upper’ Right, Display by 

J.A. Young for Kelley Furniture Co., Marion, Ind.; Center, Display by J. H. Richter for Ernst Kern 

Co., Detroit, Mich.; Lower Left, Display by D. F, Heiser for Mabley & Carew Co., Cincinnati Ohio ;- 
Lower Right, Display by Jos. H. Marshall for The Boersma Co., Chicago, Ill. 
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The Display World Pictorial Review 


Upper Left, Display by W. R. Harre for Maas Bros., Tampa, Fla.; Upper Right, Display by L. F. 

Dittmar for Union Co., Columbus, Ohio; Center, Display by C. J. Benedict for Younker Brothers, 

Des Moines, Iowa; Lower Left, Display by Ray D. Ullom for Mannheimer Bros., St. Paul, Minn. ; 
Lower Right, Display by E. J. Hamilton for S. F. Iszards & Co., Elmira, N. Y. 
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upper Left, Display by H. J. Huff for Newman-Stern Co., Cleveland, Ohio; Upper Right, Display by 
J.B. McCann for S. Kann Sons Co., Washington, D. C.; Center, Display by Jack Cameron for Harris- 
Emery, Inc., Des Moines, Iowa; Lower Left, Display by D. H. Holmes Company, New Orleans, La.; 
'f Lower Right, Display by W. E. Burkley for Anthony's, Daytona, Florida. 
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Upper Left, Display by W. L. Blayney for E. Gottschalk & Co., Fresno, Calif.; Upper Right, Display 

by S. W. Englund for Schradzki Co., Peoria, Ill.; Center, Display by O. Wallace Davis for H. Batter- 

man Co., Brooklyn, N. Y.; Lower Left, Display by Frank Herschede Jewelry Co., Cincinnati, Olio ; 
Lower Right, Display by Leslie D. Slack for Wurzburg Dry Goods Co., Grand Rapids, Mich. 
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cay LTHOUGH he started as a sign painter, and 


Oe later became a dry goods salesman, Raymond 
ee T. Whitnah always cherished the desire to be- 
come a displayman. Keeping that thought uppermost 
in mind, he finally worked his way up to a display 
position from a card writer, and today is the creator of 
some of the most striking displays in the West or 
Middle West, being the popular display manager of 
The Crosby Brothers Com- 






Who They Are and What They Say 


No. 6—RAYMOND T. WHITNAH, Topeka, Kansas 










pany more than five hundred backgrounds were built 
for its chain of stores in the Chicago plant. Whenever 
a new store opened the backgrounds were built and 
sent out and Whitnah followed and installed them, 
placing a man on the job there who worked under the 

direction of the main department at Chicago. 
From 1917 to the present, Mr. Whitnah has been 
with the Crosby Brothers Co., of Topeka. Concerning 
this connection, Mr. Whitnah 











pany, of Topeka, Kansas. 


Mr. Whitnah began as a 
sign painter in 1909-’10, and 
gradually entered show card 
work, doing this exclusively. 
He became interested in win- 
dow display, and by contin- 
ual observation learned_ what 
he could, executing some of 
his ideas in a store in south- 
ern Kansas. In 1911 he con- 
tinued in this line of work, 
also being employed on the 
floor of the store, but when 
he was needed he would 
usually be found in the base- 
ment, working out a window 
display of some kind. And 
finally he decided he would 
aever be a dry goods sales- 
man, so decided to specialize 
on windows alone. 


The year 1912 found Mr. 
Whitnah in Kansas City try- 





RayMonpD T. WHITNAH; 


Display Manager, Crosby Bros. Co., 
Topeka, Kans. 


says: 
“The conditions under 
which I took the job were 
unusual. The understanding 
was that my transportation 
would be sent me, and if 
after I arrived, I didn’t suit, | 
or I didn’t care to stay, the 
firm would transport me 
back to Chicago. The morn- 
ing I arrived I approached 
the boss immediately. He 
had never seen me, and of 
course did not even know 
who I was. After making 
myself acquainted, I was 
given a trial. Since that 
time the superintendent has 
laughed many times and told 
me he thought he had hired 
some ‘kid’ whom he would 
have to send home to his pa- 
rents. At that time the de- 
- partment was a wreck—no 




















ing to get a job as an assist- 

ant. Failing in this, he went to Chicago and 
took a short course in window display work. His 
next connection was at Fort Smith, Arkansas, and this 
time with a display service and motion picture slide 
company. Continuing there until the spring of 1913, 
he went to Canton, IIl., his old home, and opened up a 
service shop on -windows and signs, gradually working 
into the slide business, which he sold the latter part of 
1914. At that time he was engaged by The Harris- 
Emery Co., of Des Moines, Iowa, working during the 
year 1915 under Display Manager Jack Cameron, 
where he had his first city store experience. In 1916 
and 1917, Mr. Whitnah was with the Pugh Stores Co., 
of Chicago, as display manager and designer of special 
displays. During the two years he was with this com- 


fixtures, no accessories, and 
no evidence of money having been spent, although 
it had been but not wisely. Today we boast of a syste- 
matic display department, as good space as any depart- 
ment in our store, and we are spending annually what 
is needed to equip and maintain such a department. 
We have just added an interior decorating division un- 
der the supervision of the display department.” 

Mr. Whitnah, although a young man, is considered 
one of the foremost displaymen of the country. It is 
said that his displays compare favorably with those in 
the larger cities, and this is evident when one studies 
his artistic work. An example of this is shown in his 
Chinese rug display, which will be found in the Pictorial 
Review of this issue. In all his work he always de- 
lights in helping the beginner and embryo displayman. 
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Chicago affords the most complete Display Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the 
| best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—dquality considered. 
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THE KOESTER SCHOOL 
314 S. Franklin St. 


Display and Card Writing Instruction 


ARTISTIC WOOD TURNING WORKS NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Ave. 


529 N. Halsted Street 
Show Card Boards, Mat Board Cut-Outs 


Store and Window Fixtures 
BOTANICAL DECORATING CO. CURTIS LIGHTING, INC., 
319-27 W. VanBuren Ave. 1119 W. Jackson Blvd. 


Artistic Decorations & Artificial Flowers Complete Equipment for Lighting Effects 
THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


1160 Chatham Court 1902 Diversey Parkway 
Distinctive Display Decorations Air Brushes and Accessories 
CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
664 W. Washington Blvd. 134-140 North Robey St. 
Card and Mat Board Artificial Flowers & Display Decorations 
BAER’S, INCORPORATED GEO. E. WATSON CO. 
155 Union Ave. _ 62 W. Lake Street 
Wax Figures and Forms Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
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What The Pictorial Review Shows 


Variety of suggestions afforded displaymen by offerings of 
many artists in February illustrated section 


Many inquiries are received each month by The. 


DISPLAY WORLD, with reference to the photographs 
published on the Pictorial Review pages, and in order to 
exchange ideas and pass on hints for future displays, 
whenever displaymen submitting photographs include de- 
scriptive matter, The DISPLAY WORLD will publish this 
for the benefit of other displaymen, desiring to utilize the 
idea in some display feature. 

The center display on the-first Pictorial Review page 
was installed. in connection with an anniversary sale for 
the Ernst Kern Co., Detroit, and an antique gold curtain was 
used. The plaques were of ivory composition, each plaque 
showing a different painting, depicting the growth of some 
industry in Detroit from 1883 to the present. The Chinese 
rug display for the Crosby Brothers Co., Topeka, Kans., 
utilized special decorations, made especially for the occa- 
sion. Special costumes were used on the Chinese wax 
figures, playing Mah Jong. Real Chinese chairs were bor- 
rowed from private homes and a silver set, valued at $1,000 
was shown as one of the accessories. An expensive Chinese 
lantern hung in the center and a green spot light was 
thrown on the rug in the background and on the Chinese 
figures. The background of the Kelley Furniture Co.’s 
window at. Marion, Ind.,.was covered with glass stucco to 
represent a bungalow, the window and door being covered 
with oil paper, with a red light showing through. A news- 
paper cut was made of the $5, showing the phonograph 
in the lower loop, and hooked up with the window display, 
sold 22 phonographs in one week in a city of 30,000 popu- 
lation. The Boersma Co., window is a silk and wool -un- 
derwear display, coupled with Allen A Hosiery. The 
Mabley & Carew window in Cincinnati is an opening 
display. 

The Younker Brothers display on the second page is an 
interesting hook-up with Phoenix Underwear; the victrola 
display by Maas Bros., Tampa, Fla., is self-explanatory, as 


are the neckwear displays of the Union Co., Columbus, 
Ohio, and the showing of spring modes by Mannheimer 
Bros., St. Paul. The window of S. F. Iszards & Co., 
Elmira, N. Y., shows an Indian trophy display, in an Indian 
setting. The trophies were killed by an Elmira man, 
while traveling in India. 

The Harris-Emery window, at Des Moines, on the third 
pictorial page is a display of coral underfinery against 
grey blue velour and China blue decoratives. The floor 
is jet black and the cards match the shape of the floor. 
The Newman-Stern window at Cleveland is a skating and 
accessories display; the S. Kann Sons Co., display at Wash- 
ington, D. C., features brown and gold hats in a brown 
and gold velour background; the D. H. Holmes Co., at 
New Orleans show an interesting leather goods display 
and the display of Anthony’s, Daytona, Fla., features 
Luxrite Pajamas and lingerie. 

The center display on the fourth review page is a clever 
arrangement of a nationally advertised product, difficult to 
display—safety pins. The Gottschalk. window at’ Fresno, 
Cal., shows some attractive figures, while the Schradzki 
window at Peoria sets off men’s wear nicely. The Frank 
Herschede window at Cincinnati, utilizes the Gruen Time. 
Hill painting as a background, and this is particularly . 
effective in jewelry displays. The display of metal cloth 
for the Wurzburg Dry Goods Co., Grand Rapids, features 


a three-panel screen in silk damask of blue and silver. 


The panels are in silk metal cloth, with French flowers, 
appliqued, while the floor is in grey. 





PENNSYLVANIA DISPLAYMAN CHANGES JOBS 


James Dunlop, who was display manager for the Davis 
Drug Co., of Somerset, Pa., has moved over into Ohio, 
and is now display manager for the Canton Dry Goods 
Co., of Canton, Ohio. 


<> 0000000 


_Prescriptionist Works 


The Owl Drug Company has always 
been noted for its unique window dis- 
plays, but one of the most unusual at- 
tempted by any of the branches of this 
chain of stores, was shown recently by 
the Salt Lake City, Utah, store. Con- 
siderable stress is laid, in the store’s ad- 
vertising, at Salt Lake City, on its un- 
usual prescription department. In order 
to sell the story effectively to the public, 
one of the display windows was rigged 
up as a prescription department. Frank 
Neldon, manager of that department, 
donned his rubber gloves, entered the 
window and during the day and evening, 
at intervals, filled the many prescriptions 
being received. The window made a distinct 
hit, and served to introduce Mr. Neldon 
to the public. His name is now as famil- _ 
iar in Salt Lake City as any physician’s. 
The accompanying illustration shows Mr. 
Neldon at work in the window. 


In Window 














Offer Unique Idea For Displays 


Radio equipment is hooked up with child’s 
toy and produces clever result 


Here’s something that offers displaymen an idea that 
is unique. In the olden days the mothers carried their 
babies upon their backs as they went about their work. 
Today, that is no longer necessary. There are nurseries 
for the kiddies and governesses. Some mothers, however, 
do not have either of these accessories in the home but 
prefer to keep careful watch over their little ones. 

The modern mother, however, has gone a step further 
in her desire to entertain her baby and has adopted radio 
to her needs. For example, one fond mother called in 
the engineers of The Precision Equipment Company, Cin- 
cinnati, and had them attach one of their Ace Model V 
Armstrong Regenerative Radio Receiving sets to the little 
Go-Bi-Bi she bought for her baby. After a careful study 





Suggestion for Modern Radio Display 


of the situation, the radio experts, made an antenna and 
placed the receiving set on the front of the Go-Bi-Bi for 
the baby. All that is necessary for the mother to do, is 
to tune-in the station she desires and place the receivers 
upon the baby’s head and she can safely go about her 
duties without fear of the child not being properly enter- 
tained. “ 

The ingenuity of this modern mother only goes to show 
what may be accomplished wth radio, and perhaps, it is 
the first real reason for calling the radio an “infant 
industry.” ; 

Incidentally, the Go-Bi-Bi upon which the radio set is 
attached, is used for the little kiddies who are just about 
ready to walk, and the set-up offers unusual opportunities 
for displaymen in stores that carry the Go-Bi-Bi. 





Activities In Convention City 
By E. PRESTON BROWDER 

It is safe to say that the forthcoming convention and 
exposition to be-held in Buffalo, June 23 to 26, will be 
the greatest educational meeting ever staged by the Inter- 
national Association of Display Men, and more than ever 
before will maintain its. reputation as the most efficient 
and. the most instructive meeting of the year in the inter- 
est of the merchant, the advertiser, and last, but not least, 
the general display profession. 
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It will be a four-day institute crammed full of facts. 
It will afford a post-graduate course for every man en- 
gaged in or interested in window display, advertising and 
modern merchandising. No business is too small nor too 
large to profit from the experience of others. Clement 
Kieffer, Jr., display manager for Kleinhans Co., is conven- 
tion director. Mr. Kieffer has played an important part in 
the success of past conventions and is preparing the general 
program.. The educational «rogram will represent the 
composite the--ghts and ideas of the country’s leading dis- 
playmen, advertising men and sales promoters. Through 
formal addresses, open floor discussions, questions demon- 
strations, photograph exhibits, fixture and equipment dis- 
plays, etc., the best ideas will be brought out and de- 
veloped. 

Ellwyn McEachnie, display manager for Jahraus-Braun 
Co. and director of demonstrations, is receiving many re- 
quests from manufacturers of nationally advertised prod- 
ucts for demonstrations and offering substantial cash prizes 
in a competitive display contest to be staged during the 
convention. This will be a new and welcomed feature on 
the program. Many of the country’s leading displaymen 
have already indicated their desire to assist on the demon- 
strations, and*in order that the best may be given in 
actual display education, questionnaires are being mailed 
out to display clubs and displaymen everywhere. This data 
when returned will furnish much valuable material to work 
with. Three modern show windows will be constructed 
and equipped with the latest lighting units—plenty of fix- 
tures and merchandise of every description will be fur- 
nished for demonstrations. 

The window photograph and show card exhibit alone 
will be worth all it costs to make the trip. Here will be 
found a marvelous collection of the world’s finest window 
displays, show cards, interior displays, backgrounds, ex- 
teriors, etc., all classified. One prominent merchant de- 
clares that he has profited many times over from the ideas 
and suggestions his displayman brought back from Cleve- 
land last year. The three thousand reasons why display- 
men should attend are the three thousand other men who 
will be in this great meeting—the personal contact that will 
be enjoyed with them, the inspiration and real money- 
making help that will be gained from them. 


Why is it that when —— i 
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By Hugh Henry, Display Mgr., Leo Meyers Company, 
Columbus, O. 
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Advertising Men 
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The Display Publishing Company 
Cincinnati, Ohio 
Editor, CLYDE P. STEEN 
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1. The Development of the Art of Mercantile Display.—2. Its General and Positive Realization by Mer- 


chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 


ufacturer and Merchant.—4. The Encouragement and Advancement of the Independent Display Service 
Idea—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its en ae 


National Advertisers 








The time has come when window 
display should take its stand 
along with the other recognized 
mediums of advertising. It has 
been shown by one of the country’s most widely 
known window display experts that there are more 
than 800,000 store windows existing in the United 
States today, all utilized for display purposes. This 
means that almost before it is realized, more than 
one million display windows will be working in the 
United States, practically every day in the week. 
The newspaper, magazine, billboard, direct-by- 
mail, street car, illuminated sign, and other forms 
of recognizd advertising today do not have a 
greater appeal than the display window. The ac- 
tual product can be shown behind the glass, embel- 
lished with color, and even dainty fabrics without 
the slightest degree of damage, no matter whether 
the weather outside is inclement or bright. The 
window has long been established as the place to 
which the eye travels. People are accustomed to 
looking in display windows for ideas—thoughts— 
suggestions. If you don’t believe it, try your best 
to walk along any street lined with display win- 
dows, without stopping, or at least glancing at 
some of the attractive displays. If nothing else 
will make you turn, it will be a dash of color or 
some bright ray of light, crashing forth from 
some display to divert the eye in that direction. 
National advertisers are realizing more and 
more each year that window display is one of the 
most important factors in their national campaigns. 
Each year finds them spending more money on win- 
dow display suggestions; window display material ; 
window display research. Lighting and illumina- 
ting firms are putting forth every effort to provide 
up-to-date equipment for the display window that 
will enhance its value as an advertising medium, and 
be certain to capture the gaze of the passerby: 
Window display advertising takes its place among 
the most important forms of advertising because 


Window Proves 
Its Advertising 
Value Clearly 


it catches Mr. Passerby. The persons who ride 
the street cars; those who read the newspapers; 
or magazines; those who look carefully at the 
morning stack of mail, or the billboard sign are 
many—but when lined up, do not form one-tenth 
the army of people who constantly pass down the 
streets of any city, and no matter what thoughts 
are on their minds are almost forced to glance into © 
the windows. It is this army of passersby that put 
window advertising where it cannot long remain 
unrecognized as one of the greatest of all factors in 
the moving of merchandise. 

Gradually, the dust and cobwebs are being 
brushed from hundreds of windows in almost every 
section of the country, as the realization that the 
window is an advertising medium, is taking hold. 
Windows that never before were utilized for any 
particular purpose have become display windows. 
A firm in Texas rented an entire arcade and have 
utilized it solely for window display advertising. 
They sell this space to national advertisers, the 
same as a newspaper sells its space, and install 
window displays of the nationally advertised prod- 
ucts. Thousands of people pass through this ar- 
cade each day. Fully 30 per cent of the passersby 
stop to look at one or more of the displays, be- 
cause the firm uses every means at its command in 
making the displays attractive and appealing. 
Other sections of the country have taken up the 
window display arcade idea. Stores and buildings 
are being erected in almost every city, and instead 
of an unsightly barricade one now finds these old 
wooden fences made attractive and artistic, with 
window displays installed! A firm in Denver re- 
cently rented such a space and installed a row of 
display windows, merely to display the products 
and advertising of the national advertisers! 

The window has clearly proven its advertising 
value. By the time the million mark has been 
reached in store windows throughout the country, 
it will be found that the old fashioned methods of 
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advertising will have been superseded by the dis- 
play window utilizing every bit of available space, 
whether it is in a hotel lobby, or in an unsightly 
fence, made attractive by the installation of plate 
glass windows. 





The public mind is influenced by the 
constant portrayal before its gaze 
of nationally advertised products. 
The newspapers, the magazines, the 
billboards, the electric signs, the street-car cards, the 
direct letter and the display window, all have their part 
in creating the desire of possession. It is fitting, there- 
fore, in the early months of the year to look toward the 
national advertisers for something new. It is the time 
when new ideas, new color schemes and new thoughts 
are transmitted to the public mind, to be carried there 
throughout the year. In leading the way for this season 
of the year, which is suggestive of spring and the usual 
business awakening that is to follow, this issue of The 
DISPLAY WORLD is largely devoted to the display- 
ing of nationally advertised products. 

National advertisers are co-operating to a greate1 
extent with the dealer today than ever before. In this 
issue will be found an extensive list of firms issuing 
dealer-helps. All of them are interested in window dis- 
play, because they know it links up successfully with 
their other forms of advertising. They realize that the 
public thought, as moulded through the press and other 
forms of publicity can not be directed to actual purchase 
unless that “missing link” points the way—the window 
display must create the final decision to purchase. Dis- 
playmen will find it to their advantage to investigate the 
possibilities of tieing up many of their displays with the 
nationally advertised products. They offer color, ap- 
peal and attractiveness, and such a combination will be 
in keeping with the public thought for the nationally 
known product. 


Public Thought 
For Nationally 
Known Product 





The Better Business Commissions in 
forty-two cities of the United States 
are conducting campaigns to bring 
about truth in window displays. This 
is further recognition of the window display field as one 
of the recognized mediums of advertising. In Syra- 
cuse, New York, recently, several merchants -were ar- 
rested and heavily fined because they displayed price 
marked goods in the windows that could not be pro- 
cured in the store at the same price. Similar prosecu- 
tion has been reported from Massachusetts. 

With window advertising coming into its own as 
rapidly as it is, there is every reason to advocate truth- 
fulness in displays, and The DISPLAY WORLD 
pledges its support to the Better Business Commissions 
in urging care in the installation of displays that will 
tell the truth to the public. The window shopper who 
becomes the purchaser inside the store must be satis- 
fied with his purchase. If he is misled, he gains the 


Truthfulness 
Great Factor 
In the Display 


wrong impression of window display, and certainly 
the good will of the public must be maintained if win- 
dow advertising is to be raised to the standard it de- 
serves. 





No matter what the retail line of 
merchandise may be, the window 
display is the final point of pur- 
chase. The windows need the at- 
tention of the merchant. Whether he considers them 
seriously or not, they are worthy of his scrutiny before 
every change. If the merchant—and there are many of 
them—is his own displayman, he should take care to 
see that his schedule provides sufficient time and 
thought for his displays. It is also a good idea to visit 
successful stores in his own city, or in other cities, to 
observe what merchants are doing in regard to their 
window displays. He should read his trade papers care- 
fully for valuable window display ideas. All of them 
publish suggestions, and a subscription to The DIS- 
PLAY WORLD will put them in touch with ideas in 
all lines of mercantile endeavor, many of which can be 
adapted to his own particular line. 

Many merchants appoint some clerk to act as dis- 
playman. In such an event it is advisable to permit the 
clerk to take an educational trip occasionally, so that 
he can bring back new ideas. These embryo displaymen 
should also be encouraged to enter display contests, 
which are continually being conducted by the manufac- 
turers and national advertisers. He should be encour- 
aged in producing the finest window displays of which 
he is capable. The professional displayman knows all 
this, and if he is a good displayman he religiously fol- 
lows all the suggestions here set forth. He knows, just 
as well as the merchant, that the window is the actual 
point of purchase. 

And so it remains true, no matter what mercantile 
line is being dealt in, compelling displays will be abso- 
lutely necessary before the merchant can realize, 
through looking over the cash register tape and the sales 
slips, that his windows amount to anything more than a 
place to let the light into the store. If, instead, he per- 
mits the light to enter the windows, he’ll not be forced 
to worry so much about ‘the light inside the store. It 
will come as a matter of course. The window MUST 
be considered as the point of purchase. 


Window Is Point 
of Purchase In 
Any Retail Line 





: en A recent edition of one of the 
Aso Weeklies largest of weekly news films con- 
ecognize the , ; 
Window Appeal tained several hundred feet showing 

the appeal of window displays. The 
crowds before some of the New York and Chicago 
windows were indicative of the interest in display. Not 
only were the exteriors of the windows shown, but the 
reels contained some close-ups of the faces pressed 
against the window panes. The human interest de- 
picted was interesting, and there was a study of faces, 
including those of the youngest to the Civil War vet- 
eran. This is added recognition of the display field. 
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A UNIQUE Com 
ee of Interdic 


Money for Your Ideas 


Baer’s, Incorporated, want your ideas for Wax Figures and Papier 
Mache Novelties for use in connection with window displays, special 
settings, special events, etc. You have often thought of an idea which 
‘ can be profitably worked out in wax or papier mache. This is your 
opportunity to “‘cash in”’ on your idea. 


Observe these Rules — 


Only one idea can be submitted in each letter, but you can send as 
many letters as you desire. The idea can be for either wax or papier 
mache figures or novelties. 











see 
a 
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For example, you may submit an idea for a special holiday event, such 
as Memorial Day, Independence Day, Thanksgiving, Christmas, or 
for opening displays in the Spring and Fall seasons. These are offered 
merely as suggestions. Your opportunity for originality is unlimited. 
Your suggestion may be for one figure or a group. 


The ideas will be judged solely on their originality, practicability and 
attractiveness. The idea must be new, developed particularly for this 
contest. Write on one side of the paper only, giving your name and 
address and the store with which you are. connected. 





The contest will close March 31, and winners will be announced 


in a later issue. 
PRIZES 


_ First prize, $25.00 
Second prize, $15.00 Third prize, $10.00 
The next ten best ideas, $5.00 each 





The Judges will be: 

H. C. Oehler, President of the Chicago Display Men’s Club 

L. A. Rogers, Editor of the Merchants Record & Show Window 
John C. Cobb of The Display World 


Watch the March issue of The Display World 


for a timely announcement from our 


SPECIAL SERVICE DEPARTMENT 
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This beautiful and artistic Bridal Window is the conception of H. H. Tarrasch. 


Quality Counts 


The increasing demand for Baer’s Wax Figures is an important indi- 
cation that our excellent quality and workmanship adds materially 
to the drawing power of the display. 


Papier Mache Forms 


We invite comparison and we specialize on forms for stout women 
as well as all other sizes. We know that there are none better and 
every form is guaranteed to give entire satisfaction. 


Let us send you samples: 


BAER’S, INCORPORATED 


Successor to Graham Baer Corporation 


155 North Union Avenue -_ - Chicago, Illinois 





























Motorcycles have display value as 
well as any other merchandising product. 
This is proven by the constant sugges- 
tions for displays sent out by manufac- 
turers of motorcycles and the cleverness 
of dealers in providing windows of merit. 


One of the dealers who realize the 
value of his display windows is Norman 
Hopper, of The House of Hopper, Salt 
Lake City, Utah. This firm specializes 
in Harley-Davidson Motorcycles, and has 
a remarkable business for these machines. 
In commenting on his displays, Mr. Hop- 
per says: 


“IT always have a late-model Harley- 
Dawidson machine in the window to 
attract attention of passersby. At night 
have this show window well lighted so 
when the boys go by, they get a chance 
to take a good look at the new machine. 
A while ago, I sold a few machines to 
the Utah Light & Power Comany. Before 
I delivered these machines, I put them in 
my window for a couple of days with a little cards in 
front of them, as you will see in the illustration (at the 
left.) This is just one of the many ways I use my windows 
from time to time. Judging by the inquiries from those 
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Even Motorcycles Have Display Value 











HARLEY-D 


passing by, who stop to look, and becoming interested, 
eventually purchase, I am a great believer in well lighted, 
attractive displays of any kind of merchandise. If it will 
sell motorcycles, it will sell anything.” 


0<00< 00-0100 


Entire Lower Floor For Display Windows 





Proving its sincere belief in the value of dis- 
play, The King-Blair Co., of Detroit has just 
installed some unique show windows in the 
entrance to its store at Woodward Avenue and 
John R. Street. Although this store has only 20 
feet frontage, the problem has been solved by 
utilizing the depth for an arcade of display 
windows. 

Obviously, 20 feet is too narrow for show win- 
dows, wall cases and selling space, so the ground 
floor was entirely used for the arcade of display 
windows, comprising a double row extending 50 
feet along John R. Street, broken by three en- 
trances on this side and the main entrance on 
Woodward Avenue. This affords 2,320 square 
feet of plate glass display windows, and permits 
the “window shopper” every opportunity to see 
one of the most elaborate displays. 

King-Blair are firm believers in show windows 
as 24-hour a day salesmen. When the store is 
closed and the clerks are gone, the windows still 
continue to sell merchandise up to the “wee small 
hours” of the morning. 

Much thought was given to planning of lighting the 
windows. The 156 reflectors used are recessed in the 





ceilings of the windows and all contain 150-watt lamps. 
There are six 200-watt window flood lights, used to ac- 
cenuate any desired display that requires high light and 
seven flush floor convenience outfits for the use of torch- 











ieres or portable decorative equipment that may be desired 
from time to time. The entire lighting system is controlled 
from a point near the manager’s desk on the balcony, as 
well as from a point at the main entrance. The manager’s 
desk commands a clear view of the entire display area and 
he can control the lighting throughout the day as desired. 
The illumination aids greatly in such a display. 
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Tree is made of wall-board painted in oils and 
finished in gold stipple. Tree is lavender; flowers 
are cloth and are in rose, blue, yellow, lavender— 
a striking combination. Wooden box in deep 
purple has raised design. Height 5% feet. 


Because it’s the largest and most complete catalog in 
the Display Field. 


Because its decoratives are original, practical and quality 
considered, the lowest priced obtainable anywhere. 


Because this spring we offer a bigger variety, better 
designs and better prices than ever before. 


Schack Artificial Flower Co. 


Leaders for Half a Century 
Factor Sales 
134-140 N. <a St. CHICAGO 63 E. po Se St. 








SILK PLUSHES 
Widths—24”, 36”, 50” 
32 Colors 


PIECE LOTS ONLY 
NO CUTS 


GEORGIAN PLUSHES 


Manufacturer of “4 ea 


SILK VELOURS 
Width—50” 
24 Colors 





NEW YORK OFFICE 
50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 
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No. 578 Narcissus Plant 
HOW TO ADVERTISE— 


While the earth is covered with snow 
and ice, our Everlasting Narcissus, Tulips, 
Roses, Plants, Trees, etc., are always in full 
bloom. 


Get our SPRING CATALOGUE No. 5 «mailed 
FREE FOR THE ASKING, make a selection of 
Flowers, Plants, etc., decorate your Window, 
Interior or Home, create Easter Air and business 
ahead of your slow competitor. You can resell 
any article, make 100 per cent profit and have 
decoration and advertisment free. 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 



































MPYRUP 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 














New Plaster Figures Displayed 


Black and white window enhanced by use 
of unique semi-classical forms 


Something new in the field of display has been hit upon 
by Owen Rossiter, display manager of the Wm. Filene’s 
Sons Co., Boston. One of the large display windows 
of the store was recently utilized by Mr. Rossiter to dis- 
play three figures of semi-classical appearance, instead of 
the usual wax figures. The effect was a study in black 
and white. 

The figures were plaster casts, and were marbleized. 
They stood out effectively in a solid black window, which 
had the appearance of black glass, both floors and walls. 
An alcove with a perforated silver lamp, gave light in 
this opening. 

The only bit of color in this window other than the 
black and white effect was produced by the curtain of 





Black and White Display Forms Attract 


black and cerise.. The Parisian gowns displayed were of 
black velvet with elaborate designs in rhinestone as 
trimming. 

While the trial window of the figures proved a certain 
success, it is not Mr. Rossiter’s intention to confine this 
background and these figures to black and white displays, 
but to use them for vivid colorings in wearing apparel, 
including afternoon gowns, sport and evening wear. 

The uniqueness of the display, together with the new 
style of figures caused no end of comment among window 
shoppers of Boston. 





DOWNTOWN DRESSING ROOM INNOVATION 


A decided innovation has been established by the new 
men’s store of the Wm. Filene’s Sons Co., Boston, in a 
downtown dressing room, where men are invited to leave 
their “spare suit” at all times, and’ where they aye free to 
come and change their clothes as often as they like with- 
out charge. They may have the spare suit pressed in the 
meantime, if they wish, although this is not a conditoin of 
their using the room. The store also contains a collar 
changing room and a room where men may try on shirts 
without embarrassment. 





EDUCATIONAL EXHIBIT OF GLOVES SHOWN 


The various stages in the manufacture of gloves from 
the raw skin to the finished gloves were shown recently 
in two large windows of the Sibley, Lindsey & Curr Co. 
store, in Rochester, N. Y. 
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Dia Butsu Japanese WE 
Budda and Tray MANUFACTURE 
made of our silk finish ANYTHING IN 
Papier Mache and PAPIER MACHE 
finished in antiqued YOU DESIRE 
bronzes 


LET US WORK OUT 


41 inches high 
YOUR IDEAS 


$30.00 





ART FONTAINE EXPOSITION CO. 
10714 No. MAIN STREET LOS ANGELES, CAL. 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 


blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


CJ Air Brushes (J Counters and Shelving (1) Plaques (Window) C1) Signs—Electric 

CJ Artificial Flowers C] Decorative Papers () Plastic and Composi- [] Signs—Wood Letter 
C) Art Screens [) Display Furniture tion Pieces C) Stencil Outfits 

(J Art Studies (J Display Forms C) Plushes and Velours C1) Stock Posters 

C) Backgrounds C) Display Racks (] Price Cards and Tickets [] Store Designing 

(J Background Coverings [© Dividers—Show 1) Price Ticket Holders (J Store Fronts 

[J Books on Cardwriting Window C1 Reflectors CL) Time Switches 

CJ Books on Display CO) Drawing Boards (1) Screens (Background) [) Valances 

([) Books on Draping [] Fabrics and Trimmings []) Shoes—Window CC) Wall Board 

0 Booths and Floats C] Fixtures [) Show Card Schools CL) Wax Forms and Figures 
(J Brushes and Pens (] Flags and Banners [) Show Card Service (] Wickerware Specialties 
() Cabinets—Revolving () Hammers—Window () Show Card Supplies [1] Window Drapes 

C) Card & Mat Board (J Lamp Coloring [1] Show Cases [) Window Lighting 

(] Card Writers’ Materials (J Lightingand Equipment [J Show Case Lighting 1) Window Shades 

C) Cash Carriers () Pageants and Exhibits (J) Signs and Card Holders [] Window Trimming 

C) Chairs and Seats [) Papier Mache (1) Signs—Brass and Schools 

CJ Color Lighting Specialties Bronze C1) Wood Carvings 


© DO YOU WISH A COPY OF THEIR CATALOG? 
1 DO YOU PLAN TO REMODEL YOUR STORE SOON? [] DO YOU PLAN TOBUILD A STORE SOON? 





8 ESR EES ae eee ee a a 
Ase Ge Ieee MANAG. oe nn sb 
0 3 PERRRENRNDET erates Wiser Fem lYan pers? ii Nicaea tessa DEMS ee 
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VALANCES 








You don’t buy a new valance every year. 


When you do purchase be sure to get 
a good one. The difference between a good 
and bad one is not price; but quality ma- 
terials, design, and workmanship. 


That’s the Only Kind We Sell. 


We are always ready to explain our line 
if you are in the market for a Valance. 
Illustrated circular shows a number of 
styles. Actual photos and experienced sug- 
gestions are sent if you answer a set of 
questions upon which we can advise. 


Selling Valances is not our ambition. 
Supplying the right valance is. 


BRYAN’S 


526 S. 4th Ave. Louisville, Ky. 











SNAPPY 
WINDOW DISPLAYS! 


New and Unusual Novelty Effects 


Large and varied assortment 


SPOT-LIGHTS, FLOOD-LIGHTS, 
COLOR ATTACHMENTS, etc, etc. 


Very latest idea, 
JUNIOR A SPOTLIGHT 


$8.00 each 


SEND FOR DETAILS 


New Designs in 
SPRING BACKGROUND 
PAPERS and FLOWERS 


Have your name placed on our 
mailing list. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 
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Three Lighting Firms Grouped 


New concern a consolidation of important 
and well known interests in the field 


Under the new name of Curtis Lighting, Incorporated, 
a consolidation has recently been effected which groups 
the National X-Ray Reflector Company, X-Ray Reflector 
Company of New York, Inc., and Luminaire Studios, Inc., 
of New York and Chicago, under a single head. This 
grouping has a large significance in the lighting world and 
through the activities of the National X-Ray Reflector 
Company, it is particularly interesting to displaymen and 
merchants who, for years, have been closely associated with 
this organization in its development of window and store 
lighting equipments. 


Since introducing the first silver-mirrored reflectors in 
1895, the National X-Ray Reflector Company has brought 
out ninety-four different types and sizes of reflectors. The 
claim of “a reflector for every lighting need and every 
show window effect” has, been justified in the production 
of a reflector for every lamp type and every show win- 
dow size, with changes, whenever necessary, to keep apace 
with variations in lamp ratings and economic practice. 


Many of the older merchants can remember the first 
X-Ray reflectors which were flat disks installed in clus- 
ters. While they did not compare with the modern re- 
flector which has been the result of years of trial and 
experimentation, they did much to supplant the old fash- 
ioned troughs or bare lamp installations that were both 
wasteful and inefficient. When these reflectors came out 
and it was discovered that an inexpensive yet effective 
illumination could be produced—one that drew the crowds 
because of its brightness and yet did not drive them away 
because of glare—merchants discovered that they could 
make their windows “talk” and a new era in show window 
practice was ushered in. 


Twenty years ago no one stopped to look in a dull, 
crowded window that often held the same display .from 
one season to the next. Many streets were often deserted 
at night because the show windows were dark. The evolu- 
tion that has transpired since, tells the story. 


At this time of grouping the three companies under 
Curtis Lighting, Incorporated, the central offices and the 
manufacturing plant of the associated companies have 
been provided new and larger accomodations in the new 
Curtis Building, at 1119 West Jackson Boulevard, Chicago. 
The first five floors of the new building will afford greatly 
increased producting facilities for the manufacture of 
X-Ray Reflectors, indirect lighting equipment and the 
store fixture line of the Curtis-Leger Fixture Company. 


The entire sixth floor of the building will be occupied by 


the general offices, engineering and designing departments 
and the sales and display rooms of the lighting interests. 


An outstanding feature of the new building is a series 
of model show windows which have been installed to front 
on Jackson Boulevard. At present these are the only 
lighted windows in that neighborhood, but it is predicted 
that it will only be a matter of a few years before others 
will follow, just as they did fifteen years ago when the 
National X-Ray Reflector Company installed the first 
lighted show windows on Jackson Boulevard west of the 
Loop. The Curtis-Leger Fixture Company. will retain the 
location at the corner of Jackson Boulevard and Franklin 
Street for its sales and display room. A short time ago 
this firm was honored at a dinner given for business houses 
that have been established in Chicago for more than 
fifty years, 
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MERCHANTS DISPLAY FIXTURE. CO. 


lf It’s Display Fixtures 
We Have It 


No. 812—Enamel Suit and Dress Form. 
Sizes: 16 and 36. Wood base finished in 
Ivory, Grey and Gold. $10.50 each. 

Finished in Mahogany, Walnut and Ha- 
zel, $12.00 each. 


No. 612—Extension Coat and Dress Stand. 
a in Ivory, Grey and Gold. $6.00 
each, 

Finished in Mahogany, Walnut and Ha- 
zel, $5.50 each. 


No. 301I—Men’s Coat Form Sizes: #4, 36, 
38 and 40. Wood base. Finished in Ivory, 
Grey and Gold, $7.00 each. 

Finished in Mahogany, Walnut and Ha- 
zel, $8.50 each. Metal base, $5.00 each. 


Nos. 200, 201 and 202—Different styles of 
Fancy Wood Millinery Stands. Finished 
in Ivory, Grey and Gold. Sizes 18, 24 36 
and 42. 

Prices: No. 200, $36.00 Doz. 
Nos. 201 and 202, $45.00 Doz. 


No. 312—Metal Shirt Stand, 5” base, 9” 
12” and 15” extension, at $18.00 Doz. 


No. 310—Wood Collar Stand, 9, 12” and 
15” heights, at $10.50 Doz. 


No. 315—Round Wood Pedestal, 12”, 18” 
and 24” heights, at $21.00 Doz. 


We also Manufacture a Complete Line of 
Cloak Racks, Hangers, Men’s and Ladies’ 
Shoe Stands, Valances and Plushes. 


REMEMBER—Buy Direct from the Manu- 
facturer. IMMEDIATE DELIVERY. 


Consult us before buying elsewhere and 
save 35 per cent. 


278 BROOME STREET 
NEW YORK CITY 
































Patented 


BUSINESS CONNECTION OF AN UNUSUAL NATURE 
FOR A WIDE AWAKE CONCERN OR INDIVIDUAL 


The mechanical Advertising Book has created the greatest sensation ever 
heard of in the advertising field. In less than six weeks it has been bought or 
rented by over one hundred of the largest concerns in New York City including 


the National City Bank, New York Telephone Co., etc. 
capable of unlimited sources of information and instruction. 
appeal to the advertiser who needs only a chance to demonstrate the value of 


his goods to find an instant market. 


What the Automatic Book Does for the Advertiser 


1. Attracts attention by movement of the pages. 
2. Holds the crowd by arousing curiosity as to what is on the following pages. 
3. Creates a demand by persuading the reader of the desirability of the product. 
12 pages, 14x22 inches—Self-lubricating—Not complicated 
THIS IS ONE OF 8 GOOD SELLERS WE MANUFACTURE 


CHESTER MECHANICAL ADV. CO., INC., 1416 BROADWAY, NEW YORK CITY 


Dignified in appearance, 
Makes a strong 


























Exact reproductions of “STENCILOR” made 
cards yours for the asking, or we will make 
any card for you. 


191 Pearl St. 
New York, N. Y. 





SHOW CARDS 


WHEN, HOW and as OFTEN as You Want 


at a nominal cost. 
Any clerk can make better than hand-lettered cards 
with the “Stencilor.” 
USED BY STOREKEEPERS IN. 
EVERY LINE OF BUSINESS 
A dividend paying investment 


Display Material Company 


Made in three sizes. 


774 Grand Ave. 
St. Paul, Minn. 
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Many New Contests Are Announced 


An abundance of opportunities presented displaymen in the 
competitive tests planned by national advertisers 


MVHE outstanding feature of window display contests 
of a national character the past year was the re- 
markable work achieved by a newcomer and be- 
ginner in landing the first prize in the contest 
conducted by the Automotive Equipment Association, 1809 
City Hall Square Building, Chicago. This contest carried 
prizes for the most attractive and appropriate window dis- 
plays on the subject, “Something for the Car for Christmas.” 
Arthur Mogge, merchandising director of the association 
was in charge of the contest. 





Automobile accessories are difficult to display, but there 
was seemingly nothing difficult for C. M. Shrider, of the 
Shrider Display Service, who prepared the first prize win- 
ner in the contest for the Gorrell Motor Corporation, of 
Zanesville, Ohio. Mr. Shrider’s son, Byron E. Shrider, 
wounded overseas, on his return, was given a two-year 
course in commercial art by the government. He proved 
of exceptional ability, and some of his first scenic painting 
for the public was executed in the window, which won the 
A. E. A. contest and which stands out as a remarkable 
achievement even for more experienced automobile dis- 
playmen. The display is pictured in connection with this 





article and Byron Shrider is destined to even bigger things 
in the display field. 


Monthly Contest in Indianapolis 


The Co-operator and Merchandiser, monthly merchan- 
dising journal, which offers suggestions to the merchant in 
tieing up his windows with advertising of nationally 
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Winning Display, Automotive Contest, Gorrell Motor 
Co., Zanesville, Ohio 


known products, issued by The Indianapolis Star, India- 
napolis, Ind., conducts a contest each month for displays. 
The prizes are awarded in a different class each month, 


























| The Display World Honor Roll of Display Specialists 





























The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 


MARTIN JENTER ARTCRAFTS 


185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 
Artcraft Window Displays, Exhibits _and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 
all over the world. President—Martin Jenter 











SMITH-BOOTH WINDOW SERVICE | 
124 W. 34th Street, New York 
VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 
Backgrounds and trims designed and executed. 


THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 











EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service in Greater Boston 
and vicinity for National Advertisers. Displays in- 
stalled and delivered. Locations secured. Reporting 
and checking up of displays installed by dealers. 


HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco 
Local Display Service 
Choice window locations in best retail store for na- 
tional advertisers. Operating in San Francisco and 
Bay Counties. 
W. E. Bedbury, Manager 


DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 


Norbert Felix, Manager 


FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, Ill. 
1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 


HERMAN J. WIBEL, Inc. 
170 5th Ave., New York City 


Dealer Helps of every description—Lithographed and 
Printed Cutouts and Cards. . Photogelatine Prints and 
‘Photographs in quantities. 


Glass and Electric Signs. 





























and in December, the awards were made for grocery and 
food product windows. 

Frank Fox, 1207 E. Washington Street, Indianapolis, won 
first award for a Taggart bakery window, with second prize 
for a display of the same products to the Nick Kerz Co., 
947 W. Michigan Street. The third prize was won by 
Rhodes & Cornelius, 1301 N. Illinois Street, for a display 
of Kitchen Klenzer; the fourth by William T. Wallace, 
210 South Audubon Road for a display of Taggart’s bread 
and crackers, while C. C. Irrgang, 115 N. Kealing Avenue, 
received honorable mention. 

In January, the publication conducted a contest for drug 
windows, the winners not having yet been announced. 
There is much interest amongst Indianapolis merchants in 
the competition. 


Neckwear Contest is Announced 


The executive committee of the Associated Men’s Neck- 
wear Industries, Inc., has announced the period April 12 to 
19, inclusive, the week immediately preceding Easter as 
SPRING NECKWEAR WEEK. For this occasion, there 
is now in course of production, more than 50,000 attractive 





First Prize, Men’s Neckwear Contest; Winner, 
C. Kieffer, Jr., Buffalo, N. Y. 


window display cards and 200,000 posters, these for dis- 
tribution to the retailers throughout the country. These 
posters are not only attractive in green and blue tints, 
but suggestive of Spring. 

Another display contest has been announced by the 
association to begin April lst and terminate May 17th, for 
which $1,000 in prizes will be distributed to the winners 
as follows: First prize, $150; second, 100; third, $50; and 
seventy prizes of 10 each. The rule governing the contest 
will be the same as those:used in the third prize winning 
contest of the association, which ended November 3rd, and 
which was won by Clement Kieffer, Jr., of Kleinhan’s, Buf- 
falo, N. Y. There is always a great amount of interest 
manifested in these neckwear contests. 


Contest for Stationers’ Windows 


An offer of $50 for the best five photographs of window 
displays sent in before April 1st, has been offered by The 
Coach, a house journal representing the C. Howard Hunt 
Pen Co., Camden, N. J; Sanford Manufacturing Co., 
Chicago; Eberhard Faber, Brooklyn and the Boorum & 
Pease Co., New York City. The first award will be $25, 
second, $10, and third to fifth, $5 each. The contest is to 
encourage “Better Stationery Windows for Bigger Station- 
ery Business.’ ? 

(Continued on page 57) 
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The 
Whole Story 


One of our customers 
writes as, follows--- 


“Fashion|Floodlight Model 75 
is just what I’ve always 
_wanted — floods the entire 
_window with powerful and 
even light, either white or in 
colors —it is truly a quality 
unit.” 


Model 75 


What else is there to 
say? 


Oh yes--price complete 
with color unit 


$ ] 3.50 


A Product of 


Brieloff Mfg. Co. 


119 LAFAYETTE ST 
NEW YORK 
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- For The Spring Opening 
Use the 
Timberlake Colored Light Screen 


Slip these Timberlake Colored Light Screens over the reflectors in 
your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10” in dia. Instantly put on or 
taken off. 

A Necessary part of the Display Man’s Equipment 

Take 10”’x10” gelatin sheets which we can supply you with in Red, 
Amber, Green and Blue colors. 

Screens only, without gelatins, $7.20 per Dozen. 

Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen. 

Prices F. O. B. Jackson, Mich. 2% 10 days. 


J. B. TIMBERLAKE & SONS 
JACKSON, MICH. 














Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


Samples Gladly Furnished on Request. 


““We also Carry a Full Line of Colors in 
a Very Fine Cotton Velour” 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Yours For Service “HYDOL” 























Chicago Spring Displays Appear 
Blizzard does not stop showing of all the 
latest styles on State Street 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


HICAGO entered the month of February in the 
throes of one of the worst blizzards it has ex- 
perienced for a long, long time. The cold 
weather that we did not get during November 

and December began to come in spasmodic jerks during 
January, and now has settled down to a steady grind. Not- 
withstanding all this, the principal stores along State 
Street are featuring much new Spring merchandise in the 
window displays. Not merely “advance styles,” but some 
strikingly attractive new styles that are commanding the 
interest of forward looking shoppers as well as those who 
yet contemplate a visit to Southern climes. These har- 
bingers of the new season emphasize, among other things, 
that black and white is going to be one of the predomi- 
nant style tendencies for Spring, 1924. Particularly in 
women’s wear, including suits, dresses, hats, shoes, gloves, 
bags, etc. 

Coincident with the displays of Springtime apparel are 
the FEBRUARY CLEARANCE SALES which are of im- 
mediate and practical interest to a large part of the general 
public. Most of the larger department stores as well as 
practically every furniture store in Chicago conduct their 
ANNUAL FEBRUARY SALES OF FURNITURE as a 
regular event of considerable importance. These sales 
started on the 28th of January and have been productive 
of a great deal of furniture business. The entire State 
Street front of The Fair was devoted exclusively to dis- 
plays of fine furniture, well selected, and admirably well 
displayed. Other stores made special displays of furniture, 
featuring high grade things as a general rule. 

The State Street windows of Marshall Field & Co., 
carry the same backgrounds as described in the January 
issue of The DISPLAY WORLD, which were the special 
Spring effects worked out to fit the displays of Spring 
and Summer styles for Southern tourist wear. The large 
window at the corner of Randolph and State Street shows 
five wax figures wearing different styles of new Spring 
coats with fur collars. Next to this and going toward 
Washington street, is an attractive window showing wool 
dress goods with three pieces draped in the usual effective 
way. Number 3 shows misses’ suits; two wax figures are 
used; one wears a dark blue suit with white vestee while 
the other wears a tan gabardine sport suit with a silk 
bandana scarf tied around the neck like a stock collar. 
Two light fur throws are shown on a chair. 


Passing the State street entrance, the first display is 
the one with the two Javanese figures effectively draped 
with novelty silks in floral patterns in bright color designs 
on grounds of tan and gray. The following window shows 
misses’ dresses in new Spring styles. This is followed by 
a smilar window featuring women’s dresses a bit more 
elaborate. One is a lavender silk trimmed with a design 
of beads. The other dress is a combination of a tan or 
champagne lace blouse with a black lace skirt. A blue 
hat is shown with the lavender costume and a black lace 
hat with the other one. New Spring coats trimmed with 
fur collars, cuffs and hems are featured in the next window. 
Hats, gloves, shoes are properly displayed therewith. 

Next in line comes the other “Javanese Twins” window, 
and it is particularly interesting and attractive. The grace- 
fully posed figures are draped with beautiful novelty silks 











of white brocade effect with large black “inlay” patterns. 
The large corner window at Washington Street is of par- 
ticular interest in that it shows five wax figures dressed in 
new style suits for Spring. They are in tan, green and 
brown. 

The windows at Stevens are featuring “February Sales” 
entirely. The island window is given over to a great 
display of all kinds and colors of silks. The inside win- 
dows are an unusually well-balanced and carefully trimmed 
set of unit trims, featuring the most attractive things 
from a dozen different departments, all at special February 
Sale prices. Price cards and tickets are used all around. 


Displayman Kagey’s palm garden backgrounds are still 
in evidence and quite as effective with the present displays 
as they were a month ago when they were installed for the 
opening display of Spring fashions for Southern tourists. 
The first window is an elaborate and very effective dis- 
play of infants’ wear, in which a variety of things are 
shown in connection with pretty furniture for the baby’s 
room. Vestibule windows show “little specials,” such as 
fancy colored handkerchiefs, lingerie and valentine sug- 
gestions in attractive little unit displays. Two figures only 
are used in the Spring suit showings in the window on 
State Street. One is of stock material with a pin stripe 
worn over a white blouse—a white buttonaire is worn on 
the lapel. Figure wears a black hat and carries white 
gloves with black stitch backs. The other figure is posed 
in a black suit with black striped edges all around, white 
vestee, collar and cuffs, black hat with a touch of white 
trimming. Between these two figures in a neatly arranged 
display on a table are shown a hat, veils, bags and gloves 
in distinctive black and white combinations. 


The State Street windows of Carson, Pirie, Scott, are 
strictly in keeping with their usual high standard, viewed 
either in the light of artistic and effective window displays 
or of: timely showing of stylish merchandise, or both. This 
is a great store for piece goods and the February Sale and 
display of silks for Spring frocks and things is well repre- 
sented here. Four large windows are showing this class of 
goods just now. One window featuring: white and black 
brocade silks is attracting much attention. The other win- 
dows show “Novelty Silks,’ “Novelty Taffetas” and 
Printed Foulards” in carefully posed displays. No. 5 is 
an Infant Wear window, with bed, high chair, chifforobe 
and stand lamp finished in cream color. No. 6 is a display 
of Silk Petticoats. No. 7 features new Spring frocks for 
misses. No. 8 is an interesting window of dark suits worn 
with white lace collar and cuff sets. 


The corner window at The Fair is of extra-ordinary 
interest at this time. It is a veritable Parisian Style Show 
literally and figuratively. In the center of the window is 
an actual poster in colors and about four by six feet large, 
which was used to advertise the event of the “Bal Direc- 
toire,” which was held at the Theater Nat’l de L’Opera, 
in December, 1923, at Paris, France. The poster is after a 
drawing by a-French Artist, and shows a man and woman 
in masque costumes dancing. It is typically “French” 


Henry C. Lytton & Co., windows (The Hub) are excel- 
lent examples of effective display and good merchandising. 
Co-operating with the advertising this week in “a most 
unusual, and old fashioned Clearance Sale,” featuring high- 
grade clothing up to $100 values at $37 and $47. The win- 
dows are well filled, but by no means “crowded.” The 
window cards are neither over size nor gaudy, but neat, 
normal and most effective with real sensible selling copy 
with the price. Diagonally across the top of each card in 
script, is written this headline, “Putting the final ‘Kick’ in 
America’s Greatest Sale!” 
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Just the form you need for displaying 


New Spring Waists and Over-Blouses 





A very pretty design 
that will ginger up 
your selling. All the 
desirable Onli-wa 
features which are 
proving so satisfac- 
tory to America’s 
leading stores. 


Write for Catalog 11 





Quality and Originality 


THE ONLI-WA FIXTURE CO. 
401 Beckel Bldg. Dept. D. W. Dayton, O. 
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Made to 
Your Order 


90c 


foot and up 


Designs 
Sent on 
Request 








Bronze Name Plates to Order. 


Camden Artcraft Company 


160 North Wells Street, Chicago 

































“When you get a good thing— 
at a low price remember where you got it.” 


Are You Interested In 
Display Panel Papers? 


Write for the New Spring Line 


“A” Line high grade designs. 


“B” Line quality from $1.00 roll, 25 yards up 
to the finest embossed satins at $3.25 roll. 


MURDISON DISPLAY SERVICE 


638 HIGH ST. 


BUFFALO, N. Y. 
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Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 





only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 


Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 

















Easy Backgrounds to Construct 


Artistic results may be obtained, however, by 
following displayman’s Spring suggestions 


By J. WALTER JOHNSON 
Display Manager and Art Director, Portland, Ore. 


The backgronud suggestions I am submitting this month 
do not call for much description. The details are all so 
plain that the average displayman can easily see how to 
make use of them 

The Baby Furniture background could easily be re- 
produced for any baby window. It calls for a circular 
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Suggestion pe Baby Sesmisiiep Background 


frame with a painted scene, which can be easily reproduced 


as shown. The frame should be placed on a step platform. - 


A rug should then be placed on this platform, reaching 
to the front of the window. A large vase, filled with real 
or artificial flowers may be added to the effect, and you 
are ready for the merchandise. 

With the opening of Spring, comes the call for window 
settings of furnishings to beautify the home. Many cities 





Home Beautiful Week Background Suggestion 


will conduct “Home Beautiful Weeks,” and in these cam- 
paigns the displayman will be greatly assisted by the sug- 
gestions of the civic organizations conducting such cam- 
paigns, together with his local color. 

My drawing for the Home Beautiful window gives a 
suggestion that could be used to advantage. It can readily 
be carried out in whatever color scheme the displayman 
should want to use. It would be especially attractive car- 
ried out in a Nile green color scheme. The circular rug 
and the appealing home on the plaque give the finishing 
touches to the spring atmosphere. 
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Good Hair Goods Windows Pay 


Proper hair dressing will make bust or wax 
figures available for other displays 


By LOTHAR F. DITTMAR 
Display Manager The Union Co., Columbus, Ohio 


How can we increase our beauty parlor business? For 
one thing, through the show window. Yes, that is right; 
and how simple it is to make a display of hair goods. 
The photograph shows three women’s busts, which are part 
of the figures used for displaying women’s coats, suits 
dresses, etc. Inasmuch as we have no special wax figures 
in our beauty parlor for display purposes, it was thought 
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Clever Hair Goods Window by L. F. Dittmar 





advisable to have these figures sent to the beauty parlor, 
and have the hair dressed in the newest style for use in 
the hair goods window. 

The killing of two birds with one stone is brought about 
by making a showing of the new style in hair dressing, 
and after this display is taken out of the window, the fig- 
ures are ready for use in a ready-to-wear display. It is 
really to our advantage to have a hair goods department 
in the store. Neat figures add greatly to the appearance 
of apparel. And by the way, a beautiful gown can be 
made to look like “6c” with a poor hair dress on the 
figure. A woman loves to have her hair made up in 
fine style. The display. of hair goods also lends an oppor- 
tunity for showing accessories. 

The large oval-panels in the back of each figure were of 
blue felt. Each figure stood out by itself without much 
decoration. It was a simple, yet attractive display of 
hair dressing and hair goods. 





WINTER VACATION PLAN IS ESTABLISHED 

A winter vacation has been established for employees 
of the William Filene’s Sons Co., of Boston, who have 
been in the service of the store from five to ten years. 
Employees for five years, on July 1, 1923, will receive an 
extra winter vacation of one week, with pay, while ten- 
year veterans will receive two weeks. This new ruling 
will affect about 1,000 salespeople, 529 receiving one week 
and 448 the two weeks, making a total of 977. 





UP-TOWN TEXTILE MEN ELECT OFFICERS 

Members of the Up-Town Group of Textile Credit Men 
met recently in the rooms of the Silk Association, New 
York City, and elected the following officers: Chairman, 
Sidney Blumenthal, of Sidney Blumenthal & Co., Inc.; 
vice chairman, E. Irving Hanson, of H. R. Mallinson & Co., 
Inc.; secretary, Ramsay Peugnet, secretary of the Silk 
Association of America; treasurer, Samuel Eiseman, of 
Samuel Eiseman & Co., Inc. 
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‘ Shoe Stand Shirt Stand 
No. 1782-S No. 1703-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, II. 
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Enamelac 


The New Air-Drying Decorative Art Enamel 
Why not give your aisplays “‘distinc- 
tion” by adding the touch of unusual 
color—striking contrasts and _ subtle 
harmonies? “Enamelac” will do it 
for you. It dries over night, is water- 
proof, and made in twenty-two beauti- 
ful colors. Can be used on _ back- 
grounds, wood or metal fixtures, fur- 
niture, pillars, etc. Color card and 
circular free. 

BOOKS YOU NEED 





“Lettering,” by Stevens............ $3.25 “Enamelac Outfit” 
“Theory of Color,” Snow........... 4.50 In hinged box with 
“Art Simplified,” by Lemos....... 4.25 six colors: Turpen- 
“Cartoonist Art,” by Cory......... 2.10 tine, Shellacand 
All sent postpaid. — —— com- 

te, 4 

THE PRANG COMPANY “ostpaid, $325." 
1922 Calumet Ave., Chicago. - 118 E. 25th St., New York 








VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 
Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 
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L. A. FELDMAN | 
FIXTURE CO. 


32 WEST 32nd STREET 
NEW YORK 








High Quality 
Wood Display | 
Fixtures 


* * & 


Various Period 
Designs 


* * * 


Two-Tone Enamel 
and 
Ionic Dress Stand Mat Gold F inish 











Ionic Table, 12x24 Top 


Art Craft 
Wrought Iron 





Display 
i Fixtures 
Ionic 
Hat Stand 
Write for | >: 
Catalog ~~ 


Ionic Pedestal 








Everything in 
Display Fixtures 
Wax Figures and Forms 








Valances 
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Flower Decorations 
Ionic Shoe Stand 











New York Displaymen Are Busy 


Are in midst of preparations now for Easter 
—Macy Anniversary Sale Opens 
By WILLARD D. HART 
Merchandising Analyst, New York City 


The 66th anniversary sale windows at R. H. Macy 
& Co., that have just made their appearance are beyond 
a doubt the most attractive and interesting windows in- 
troduced in the city for some time, and have drawn the 
largest number of onlookers. The ideas for the windows 
were taken from the history of the store written by George 
Hungerford. The red star which is the symbol of business 
success of the store plays a big part in the first of the 
series of three windows. 

The front of the window represents the narrow deck 
of a whale boat. This is carried out in detail even to the 
tying of the sailors knot and the coiling of the rope. The 
rope ladder running up the main mast is there and the 
pulley ropes to operate the sails also. In the rear is a 
large drop to represent the sky. A miniature red light 
shines through a rift in the clouds which represents the red 
star that Rowland H. Macy, founder of the store followed 
safely to port, while caught in a fog as captain of a 
New England whaling ship. The whaleboat is shown in 
the offing rocking to and fro on the crest of the waves. 
The ship measures about six feet long and five feet high, 
and is carried out in minute detail. It was made by one 
of the store carpenters who is an adept sailor and seaman. 

The second window is a reproduction of Sixth Avenue 
between 13th and 14th Streets in 1858, showing the original 
Macy store at 602 Sixth Avenue. Dolls wearing costumes 
appropriate for the year 1858 are promenading along the 
street in front of the row of buildings, which are painted 
on board. The last window shows the present Macy store 
with the nineteen-story addition. The large electric sign 
reading “Macy” with the large star above it is even shown 
at the top of the nineteen-story addition. In the front of 
this painting is a working model of an escalator. R. H. 
Macy & Co., were the first store to use step type escal- 
ators. Pictures of the budget family, originated by the 
store several months ago, to represent sensible buying con- 
sumers, play a big part in the anniversary sale of the store. 

Preparations for Easter, Anniversary sales, and keeping 
abreast of the times, has kept the local displaymen on 
their toes, as it were, to retain their reputations of leaders 
in their line of endeavor. Many interesting displays have 
been brought to light. Among them are several at R. H. 
Macy & Co., Inc. A hosiery window which on the face of 
it, did not seem to have any definite point to it, and cer- 
tainly it lacked beauty, drew such a large crowd of people 
and sold so much hosiery, that it had to be taken out 
long before the allotted time for achieving its purpose had 
expired. There were four tiers of stockings hung over 
small flat rods and running parallel to the two sides of the 
window at the north of the middle entrance to the store. 

I. C. Eldredge, the display manager for Macy’s also pre- 
sented the best white goods trims in the city. Silhouette 
affects were used to fine advantage. These displays of 
white goods took up three windows, and followed one 
plan of design in the matter of setting. There was a back- 
ground screen in a very light shade, pale gray or ivory, 
taken up by three long windows, a rectangular one be- 
tween two elliptical ones. The effect of window sash was 
produced by the use of black tape. Figures in black sil- 
houette and furniture were represented as showing 
through the windows. Orchid organdie stretched across 
the background dimmed the sharpness of the black sil- 


houettes and made them appear as if seen through glass. 
Footlights behind the screen were used to illuminate the 
wir.dows. , 

The furniture of the scene shown in one window was 
for the dining room and was carefully matched in line and 
character to the furniture used in display of merchandise. 

The silhouette pictures in the other windows were 
adapted to the goods displayed, beds, bureaus and cham- 
bermaids, for instance appearing in the window displaying 
bed linen. The oval windows had net curtains draped from 
the top and at the sides. 

Accessories for evening wear readily loaned themselves 
to a highly decorative window at Abraham & Straus, Inc., 
Brooklyn. On an ivory colored wall, at the center, and 
quite high up, flowers and foliage in pure white were at- 
tached. Festoons of white ribbon hung from these flowers 
above a table of dark wood. A cream colored vase stood 
at the middle of the table. Flower ornaments in the form 
of pink roses filled the top of the vase and other flower 
ornaments were supported by stands on either side. Silver 
chaplets lay on the table surrounding the bases of the 
stands. From the base of the vase a shawl was draped to 
the floor spreading outward to the very front of the 
window. 

Brightness and color and pictorial quality combined to 
transport the chilled thoughts of passers-by to warmer 
climes by way of Franklin Simon & Co.’s “Palm Beach.” 
A window showing Bramley bathing suits hada large 
background of the page poster variety. The poster had 
a border of blue spotted with orange and yellow circles 
representing citrus fruits presumably. 

Two life size figures in low relief appeared on a beach 
of brown sand in front of a green ocean and under a pale 
blue sky. A liner, a cat-boat and two or three aeroplanes 
were visible in their respective elements. Two figures and 
a parasol broke the outline of a dune in the distance. 
The standing figure at the left wore a blue and white bath- 
ing suit and wrap; the other wore a brown and white suit 
and sat on a wrap of henna with figured border. A large 
beach umbrella above her was green with stripes com- 
posed of red and yellow flowers. On the floor, dress forms 
had on bathing suits of henna and white and blue and 
white, at the left and right respectively. Small bathing 
figures sprawled on the floor between a pair of green and 
white shoes at the left and red ones at the right. 


Lawrence McArdle, for several years display manager 
for Orkin’s, specialty shop, 34th Street, has just been made 


general manager of the store to succeed A .Rybeck, who is 


now in charge of advertising. This is another step for- 
ward for the average displayman who does a little bit more 
than his share of the work in his organization. Mr. 
McArdle has made himself fit for the job through his 
doing just a little bit extra .here and there and learning 
the ropes, as they say. 

Mr. McArdle has had a long experience in the retail 
business, having served as displayman and assistant in 
Abraham & Straus, Inc., Brooklyn, Gimbel Brothers, L. 
Bamberger & Co., Newark, N. J., and other local stores. 
He is succeeded at Orkin’s by his assistant, Douglas Rowe, 
who came to this country from Scotland only a year or so 
ago. Mr. Rowe was given an opportunity to show what 
he could do and made good. He is now the display head 
of the store, and has been doing well since taking over the 
supervision of the windows. 


Emil Schmidt, for many years display manager for 
Arnold Constable & Co., and who left that concern when 
it changed ownership some months ago, has been appointed 
assistant display manager at R. H. Macy & Co., Inc., to 
Mr. I. C. Eldredge, display head. 
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GIVES GREATER BOSTON GOOD SERVICE 


E. A. Provencher, who is manager of The Eastern Win- 
dow Display Company, which he established at 8 Maine 
Avenue, Somerville, Mass., reports a rush of business. 
Mr. Provencher was formerly traveling representative for 
the Carleton & Hovey Company, Lowell, Mass., manufac- 
turers of Father John’s Medicine, and for twelve years 
served that firm by placing window displays, inspecting 
distributions and detailing the dealers. Deciding that there 
was an opportunity and a large field for window ‘displays 
in Greater Boston, which is his residence, Mr. Provencher 
established the service, which has met with much success. 
The firm handles only accounts of national advertisers, 
and does not do window display work for local stores. 
The national advertiser is given a service that even in- 
cludes the detailing of dealers after installation of displays, 
under Mr. Provencher’s plan. 





CHANGE IN BRITISH DISPLAY MANAGERS 


W. H. Atherton, display manager of the Lewis store, 
Birmingham, England, has been appointed display manager 
of the Harrod’s store, London. Mr. Atherton succeeds B. 
Dawson, who recently resigned and who was formerly with 
the Famous Players-Lasky Film Corporation. 





ISSUE FREE WEEKLY STORE NEWS 


Many of the leading merchants of Lafayette, Ind., are 
co-operating in the use of a local trade journal, four pages 
in size, of regular newspaper make-up, entitled the Lafay- 
ette Store News. It is distributed free to all the homes 
and places of business in the city. Club, church and lodge 
notices are printed free, as well as want ads from private 
families. Advertisements and news stories of all the stores 
co-operating in the paper are received. 





BULLETIN FOR MEN’S STYLE CHANGES 
A bulletin board similar in style to those used by mo- 
tion picture theaters, has been placed next to the entrance 
to the new style arcade of The Damschroeder-Berry Co., 
clothiers, Toledo, Ohio. On this bulletin board, style ideas 
and changes are posted the bulletins being changed several 
times a week. The innovation has pleased. 





COMPLETE MODEL HOME FOR SPRING EXHIBIT 


The exhibit of the L. S. Ayres & Co., department store, 
Indianapolis, Ind., being prepared by Display Manager 
J. R. Patton for the Home Complete Exposition in the 
Spring, will consist of a modern, model home, to be erected 
on a tract forty feet wide and 140 feet long, in the center 
of the manufacturers’ bilduing at the State Fair Grounds. 





NEW STORE IS STARTED IN EASTERN CITY 


Work on the foundation and ground floor of the new 
S. F. Iszard Department Store building, at Elmira, N. Y., 
is progressing rapidly with the continuance of mild 
weather. The new reinforced concrete structure will cost 
$244,000 and will be a modern store. E. J. Hamilton, dis- 
play manager, is looking forward to the exceptional win- 
dow display space to be provided. 





NEW CATALOGUE FOR DISPLAY EQUIPMENT OUT 


Catalogue No. 20 has been issued by J. R. Palmenberg’s 
Sons, Inc., 63-65 West 36th Street, New York City, and is 
an attractive portrayal of display equipment for ladies, 
misses, girls, boys and men’s shops. The book is ar- 
ranged to show a complete line of papier mache forms, also 
metal and wood display stands for the various departments. 
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MEANS SUCCESS AT ONCE 


It requires but eight weeks for a thorough, prac- 
tical course of instruction and training in 


Window Display, Card Writing 
and Retail Advertising 


at The Koester School—the foremost school of its 
kind in the world. You can capitalize your knowl- 
edge and ability at once. Such:a course of training 
brings you immediate success, and like compound 
interest, it continues to bring you greater returns 
throughout your entire business career. 


SEND FOR LITERATURE 


THE KOESTER SCHOOL 


314 S. FRANKLIN ST., CHICAGO 
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It Identifies You— 


and Indicates Your 
Display Importance 


Didn’t it ever occur to you that by receiving The 
DISPLAY WORLD regularly each month you at 
once identify yourself with the leaders of your pro- 
fession—that distinguished group of alert men of 
action who represent the progressive element of the 
display profession. 


| The DISPLAY WORLD costs but $2.00 for a full 
year’s subscription, less than 18c per copy. A single 
idea taken from one issue will sometimes be worth 
| more than the entire subscription price. 





You can get on the subscription list NOW, if 
you use the order blank. 


| SUBSCRIBE TODAY! 


—_—_—_—_— ee ee eee eee eee eee eee eee 


| The Display Publishing Co., 
| Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00, for which enter my name 


on your subscription list for a full year’s subscription—twelve 
issues—beginning with the next issue. Address magazine as 
follows: i 
INO anes dacs Se pieb dea tocderes pasuieds ceusaume gab eeateel cons ke ie 
DMB ees | o's 56 pees odin sine ceneeeS ees tedhns LOM en thas eek cee 
RMSE ci wo snvsaceappecantupspoe cebeuwuae SERS iia wi acgbvisins - 000s cuss 
Note.—Remittance by check requires 10c additional for ex- 
change. 
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Hosiery Window Holds Crowds 


Necessary to lower curtains at intervals while 
sale goes merrily on inside store 


No end of excitement was caused in Boston, and F. B. 
Waldo, display manager of the C. F. Hovey Company, 
scored another brilliant success, when an unusual hosiery 
display was unveiled in one of the large windows of this 
store. 

The congestion on the street became so great that it 
was necessary to lower the curtains at times, until the 
crowds would disperse. There was much speculation on 
the “real” or the “artificial” amongst the crowd, and this 





Hosiery Window That Sold Hose and More Hose 


only caused more people to gather on the sidewalk. 

The inspiration for the setting was taken by Mr. Waldo 
from the musical comedy revue, “Vanities of 1923.” The 
stairs were covered with black velvet. Drop curtains, con- 
cealing the chorus, were of gold metallic cloth. The “star” 
of the company was dressed in gold and green chiffon 
and lace. 

The hosiery used was in all colors of the rainbow, in- 
cluding sport styles, stripes, etc. A semi- annual 20 per 
cent discount sale on nationally known brands of hosiery, 
such as McCallum, Kayser, Onyx, etc., accompanied the 
display, and the hosiery department was a swarm of peo- 
ple throughout the. period the windows were open. The 
stock was soon depleted and another one of Displayman 


“Waldo’s selling windows had passed into history. 





MADE DISPLAY HEAD OF THREE STORES 

The display department of the stores of Lewis, Ltd., of 
Liverpool, Manchester and Birmingham, England, are now 
under the direction of L. Wilson, formerly display manager 
of Harrods, Ltd., and Swears & Wells. Heretofore, each 
of the Lewis stores had its own display manager, and 
the announcement of the appointment of Mr. Wilson to 
such an important post created quite a stir in British dis- 
play circles. 





VISIBILITY SHOWN BY WINDOW DISPLAY 

A paint dealer in Ashtabula, Ohio, recently gathered 
together a pile of junk metal which had been used for all 
sorts of purposes, including fenders and other metal auto- 
mobile parts which had found their way to the scrap heap 
because of their rust. He heaped this material up in his 
display window and the principal show card read: “MIL- 
LIONS OF DOLLARS LOST EACH YEAR BECAUSE 
OF RUST THROUGH FAILURE TO PAINT.” The visi- 
bility of the display told the story and sold paint. 











Pacific Coast Display Activities 


Clearance sale displays take the place of the 
holiday windows in Los Angeles stores 


By DAVE E. ANDERSON 
Special Correspondent, The DISPLAY WORLD 


MMHE first of January, the elaborately decorated 
Holiday displays gave way for the usual abun- 
dance of January Clearance Sale windows. Dur- 
ing the entire month the “Town Crier” of the 
Colonial times with the sandwich board, announcing “Jan- 
uary Clearance Sales,” has appeared in all of the win- 
dows of the Broadway Department Store. This Puritan 
of more than life size, in natural colors, was silhouetted 
against a delph blue plaque, outlined in black which 
reached nearly to the top of the window. The bottom 
part of the plaque was painted to resemble the cobble 
stone pavements of early days. This same “Crier of Good 
News” appeared on all the cards in the windows and was 
also a dominating figure in all the newspaper advertising 
during the entire sale period. The merchandise displays 
have been rather stocky at all times but well arranged 
and of marked business-getting value. 


The Paris Store of Los Angeles, on January 24, 25, 26, 
announced a sale of new Spring frocks at $19.75. The win- 
dows were arranged with artificial grass white bricks outlin- 
ing the paths which led up a few steps on to a small grassy 
terrace. In the windows from two until four p. m., living 
models promenaded the paths displaying the sale garments. 
The crowds at these hours were so great and so intent 
and eager to “get to the front” that it was necessary to 
protect the large plate glass windows with a frame work 
of boards. 





At Robinson’s, the displays have been of purely mer- 
charidise value, showing many beautiful advance Spring 
offerings. In the corner window at 7th and Grand Avenue 
is a display of French imported wash fabrics. These ma- 
terials are ‘in stripes and plaids, the vogue for the com- 
ing season as well as beautiful plain colors. The blending 
of these exquisite colors in the drapes which extend from 
the ceiling of the window falling in graceful folds upon 
the floor are what make this such an excellent display. 
Another of the 7th Street windows has a display of “Metal 
Moire,” a new material for spring, while other windows 
have well grouped displays of spring suits, frocks and 
sweaters. 

At Bullock’s, almost the entire window space has been 
used for displays of advance spring merchandise. However, 
one of the Broadway windows of the main store has a very 
effective sale display of Philippine underthings. Other 
windows on the Broadway side have attractive showings 
of gray sports suits and blue tailored blouses for spring; 
another, an effective display of the more severely tailored 
suits. The display featuring black and white spring mil- 
linery is gaining much favorable attention. The new cre- 
ations are grouped in four white sports costume seated on 
a wicker porch bench. The grass mats on the floor and 
the huge bowl of ferns and wisteria accomplishes the 
spring-like atmosphere . The large corner window at 7th 
and Broadway, Mr. Casonovitch has utilized for displays 
of new importations of yard goods, silks, flannels, and 
wash materials. 


Russell Moots, display manager for the Ville De Paris, 
executed a very clever idea featuring new knitted sports 
sweaters. The color scheme of the entire display was 
green and white. Three wax models were dressed in 
green sweaters, white plaited skirts and green and white 
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Hat Stand No. 548 


It is our constant aim to produce practi- 
cal and durable Fixtures. For their con- 
struction. we employ skilled workmen, 





and use the very best material, and you 
may be assured that every product of 
our factory may be relied upon for high 
standard of quality. 


Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. 




















» Santa Claus Snow 


will give to your holi- 
| day windows the true 
spirit of Christmas. 












4 You will find Santa 
fi Claus Snow adds wonder- 
fi fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 


and sparkle brilliantly un- 
] der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 





You will also find Santa-Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


| U.S. MICA MFG. CO. Bis Stentr™ 




















4 
ACME DRAPERY CO. 
Manufacturers of 
Curtains and Draperies for Store Windows 
VALANCES — PANELS 
567 Third Avenue Dept. A New York City 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


AGATE 
We FEATURE 


COLOR . PATE 
reat 
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3) ART REPRODUCTION 
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( ry 225 W. FourtH St. 
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HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 


























sports hats. Close behind each gracefully posed wax fig- 
ures was an oval plaque possibly six feet in height. 

Much of the time during January the large corner 
windows of Hamberger’s have been closed while being 
reconstructed and refinished. However, the 8th and Hill 
Street window was opened about January 25, featuring a 
beautiful display in connection with the clearance sale of 
furniture and house furnishings. The background of the 
window is of an ivory coloring with a stencil design in 
pastel shades in the panels, while the floor is of the same 
colorings. The entire display represents an inviting bou- 
doir, furnished with a complete and attractive ivory bed- 
room suite. The twin beds are resplendent with exquisite 
coverings of filet, while lovely silk comfortables of rose 
are thrown carelessly over the footboards. Towards the 
background of the window a wax model dressed in a neg- 
ligee of rose is seated at the vanity dresser. A spot 
light concealed by a basket of ferns and wisteria, plays upon 
the mirrors. At the side of the window another well posed 
model displays an attractive negligee. The beautiful rugs 
of harmonizing colors, the fluffy boudoir pillows, and artis- 
tic lamps lend so much to the effectiveness of the display. 

Other 8th Street windows at Hamberger’s have attrac- 
tive furniture displays, a display featuring silyerwear, and 
one art needlework for the home. On the Broadway side 
Mr. Alhroth has had many sale displays during January 
and in most every instance using the same backgrounds 
as the fall displays or the stationary mirror backgrounds. 

In Portland, Oregon, a window display contest was 
held recently in connection with the Pacific International 
Livestock Exposition which was open to all classes of 
business. The prize winner was the display by E. M. 
Johnston, for C. H. Baker Shoe Co.; second, M. B. Croft, 
for Knight Shoe Co.; third, L. N. Simpson, for Mathis 
Clothes Shop; fourth, L. A. McMullen, for Eastern Outfit- 
ting Co.; fifth, Tommy Luke, for the Smith Floral Shop. 
The display which gave Mr. Johnston the $25 prize featured 
the thoroughbred mount. The floor of the window was 
covered with sawdust while the hurdle was constructed 
of fir boughs. The rider at the horse’s head is dressed 
in riding habit of gray. In the foreground is a unit of 
accessories featuring riding boots. Two posters in the 
window announce the Horse Show. 

The enlarged and remodeled store of Sommer & Kauf- 
man, Inc., of San Francisco, is now in complete form. The 
hosiery department has been greatly enlarged, and is now 
located just inside the Market Street entrance to the 
right. There has been installed an unusual case, espe- 
cially designed, with light coming from below from elec- 
tric lights and reflectors throwing the rays directly on the 
the merchandise, a mirror back giving the case an un- 
usually attractive appearance. Forward stock is carried 
in partitioned drawers on the wall the fixtures making 
them easily accessible. In the center is a special cove for 
the cash register. Above the stock boxes there are illu- 
minated display cases for shoes and hosiery, draped with 
velour plush. 





ADVERTISING CLUBS ISSUE SHOW CARD BOOK 


A new book “Elements of Show Card Writing” has 
been published by the Educational department of the Asso- 
ciated Advertising Clubs of the World, 383 Madison Ave., 
New York City. The book is written by John H. DeWild, 
who is manager of the Merchants’ Service Department of 
the Ely & Walker Dry Goods Co., St. Louis, Mo., The 
book contains a series of lessons for card writers, together 
with many interesting charts, and was designed primarily 
for the use of study classes in the educational work of 
the ad clubs that comprise the association. 


an ae an), a ae | 














Police Reserves Handle Crowd 


Animal window displays so unusual, riot call 
for officers is found necessary 


Police reserves were called out in Pittsburgh recently to 
handle the immense crowds viewing the Kaufmann & Baer 
Company’s animal circus windows. The display, which is 
said to have cost in the neighborhood of $20,000 was one 
of the most unusual ever shown the window shopping 
public of Pittsburgh, and in fact, anywhere in the United 
States. It was in preparation for nearly two months and 
when William F. Oxenreiter, display manager, unveiled 





One of the Realistic Animal Windows 


the windows, there was a rush of people that grew to such 
proportions that a riot call was sent police headquarters. 


During the time the display was in the windows of the 
store, a squad of policemen was stationed along the street 
to keep the crowds moving. Nine windows were utilized, 
and because of their size, there was only one animal to each 
window. The wild animal idea was carried out by having 
bars on the outside of the glass. A uniformed guard stood 
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Showing Crowd, Kauffmann & B 


\ 


aer’s Windows 


at the entrance of each cage. Wierd lights played over 
the cages at night. 

Cards were attached, circus fashion, to the cages telling 
the names and habitats of the occupants. There was the 
Royal Bengal tiger from India, zebra from South America, 
rhinoceros, hippopotamus and lion from South Africa, buf- 


falo from North America and bear from Alaska. 


An artist, sculptor and amusement man familiar with 
papier mache work worked with Display Manager Oxen- 
reiter in the preparation of the display, assisted by ex- 
perienced mechanics and electricians. Each animal was 
subjected to 180 to 200 degrees of heat when completed. 
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Will 
Backgrounds, 
etc. 


toons, etc. 





LIGNINE (Wood) CARVINGS 


UNBREAKABLE 


Cheapest and Best Trim Made. 
WILL LAST FOR YEARS 


help Create—Beautiful 
Panels, 


Screens, 


Period designs, Heads, Scrolls, 
Wreaths,- Rosettes, Shields, Fes- 


New No. 9 Catalog and 
Samples FREE. 


Ornamental ProJucts Co. 
West Lafayette, 
Detroit, Mich., U. S. A. 











SUN-RAY 
SPOT LIGHTS 
$16.00 


COMPLETE WITH FOUR 
SHEETS COLORED 
GELATINE, CORD 

AND PLUG ' 


Send for complete cata- 
log and sample colored ‘gel- 
atine book. We manufac- 
ture everything for show- 
window lighting. 


Telephone Chickering 4160 





FREDERICK A. BOHLING 


556 Eleventh Ave. (at 42nd Street), New York City 














sows: WINDOWCRAFT 


DRAPED AN D 

PLEATED, VALANCE & DRAPERY CO. 
suemrrreowite,. 226 Superior Av., N. W. 
OUT OBLIGATION. Cleveland, Ohio 








VALANCES 
SIDE DRAPES 
DRAW CURTAINS 
FLOOR MATS 
TABLE SCARFS 
SILK PLUSH 
BACKGROUND 
DRAPERIES. 
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Courses .in 


PORTLAND, OREGON 











Neville’s School of Applied Arts 


Window Trimming and Show Card Writing. 
510-11-12 Dekum Bldg, Third and Washington Sts. 














Correspondence solicited. 


19 EAST 15th STREET 








THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


NEW YORK 

















Want Ads Get Results for You! 


Only $1.50 per Inch 
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Changing Show Cards For Each Trim 


Card writer, in beginning, should seek advice of professional, 
using only one alphabet for both pen and brush 


By DONALD D. KESTER 
Display Mgr., Bremer’s Golden Eagle, Iowa City, Iowa 


ces WN the very beginning, I do not wish to pose as 

Mem} a professional card writer. I am only an ama- 
>| teur at card writing, but have seen considerable 
service as a displayman. When I became interested in 


display work I realized some card writing experience 
was necessary, so sought someone of authority on the 
subject, and decided I would volunteer my services in 
order to learn the work. The samples illustrated here- 
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Stencil Knife 


Best tempered steel blade, 


ting stencils where any kind 


wanted. Extra value 


$1.10 Each 


New Aluminum 





aluminum handle; works on a 
swivel or stationary. ;For cut- 


curves or straight lines are 






in 


of 





126-130 E. Third Street 


meres L. DAILY 





9 
Pertect Stroke : 
TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


It’s the same hour-after-hour satisfactory 

performance of “Perfect Stroke” Brushes 

that wins a place for them in the hearts and 

hands ‘of the users. Good, clean work the 

first time over and no retouching—this 

means valuable hours saved, as well as peace 
of mind. 


CATALOG If you haven’t received 


No. 10 »your copy, write us NOW. 
- It’s a mighty interesting, 
illustrated booklet. 














Dayton, O. 














"—demand, CRESCENT BRAND 


There is a well- 
defined impression 
among both Artists 
and users, that each 
grade of Cardboard 
made by the Chica- 
go Mat Board Com- 
pany is as good in 
every way, and a 
little better in some 
ways, than others of 
its class—so that if 
you buy a Crescent 
Brand Product, you 
are pretty sure to get 
a little more value 
than you pay for. 





Crescent Brand is 
a long time favorite 
among Cardboard of 
moderate price— 
Good Strength and 
“Snap,” together 
with our Prompt 
Service and Prices, 
all combine to make 
Crescent Brand a 
good Board to use. 


CH ICAGO Yat Board COMPANY 


O64 - 670 West Washington Boulevard 
CHICAGO 0 _ ILLINOIS 
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It’s Yours for the 
Asking! 


Our new 1924 Handsomely Illustrated 
‘Catalog of Show Card Supplies; 88 


Pages on: 


Cardboard 

Brushes 

Sign Books 

Show Card Colors 

Paper 

Lettering Pens 

etc., etc. 

It’s for the Show Card Writer, Display 
Man and Sign Painter; 
It’s Yours for the asking! 
Just drop us a line on your business 
stationery, Uncle Sam and | will do 
the rest. 


N. GANTZ 


289 BOWERY, NEW YORK CITY 
Show Card Supplies from A to Z 

















Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 










Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 











2173 N. CALIFORNIA AVE., CHICAGO, ILL. 





Specially Prepared for Lettering 


and, general commercial art wor 


tino more than other ae prtks” 











— Bronze Signs 
Economy — Quality 
— Service 


MANUFACTURERS 


ART IN BRONZE CoO. Givin, 

















with are the result. 

My first show card was made under the direction of 
J. J. Hayes, advertising and display manager for Lele- 
wer’s Hat Stores, in Chicago. Up until March 12, 
1923, when I began work under Mr. Hayes, I had never 
made a show card of any character. Had I not come 
in contact with him I might yet be wanting to make 
show cards and still be at a loss as to just how a layout 
should really be made. 

The importance of using one alphabet both for pen 
and brush was first thoroughly impressed on my mind. 
If the displayman will do this he will find his prepara- 
tion of show cards much easier. After mastering one 
alphabet it is then not a difficult task to vary from it 





Variety of Cards by Donald D. Kester 


and originate ideas and lettering that will come almost 
as a matter of course. 

Each time I decide on a new trim I make up a new 
set of cards, and I think this advisable for any display- 
man. In advance of the display it is best to make up 
an idea, sample or pattern. The same work can then 
be repeated on the entire lot of cards. A uniform, neat, 
artistic card is, without a doubt, an important factor in 
a display. I am a firm believer in making an entirely 
different card each time I trim. Not only should the 
entire set of cards be made up in a different style, but 
in other colors. Thus you change the appearance of a 
display, even though the general products displayed 
might be almost the same. 

Some of the average window shoppers of men’s 
wear might be unable to notice a changed window of 
the same merchandise in a different set-up, but the new 
color and character of the show cards will certainly 
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attract attention. Every merchant appreciates an at- 
tractive yet simple, uniform card. 

The Spring season of the year offers many oppor- 
tunities and cards can always be embellished with illus- 
trations or natural touches in the corners. There is 
very little description needed for the cards I am illus- 
trating with this article, as most of them are self- 
planatory and carry out my theory of following one 
alphabet ; but as progress is noted, as can be observed 
by. the work, deviation from this alphabet depends 
solely on one’s own originality. 

My advice to the beginner is to work under the 
direction of a good professional card writer or display- 
man, if it is desired to learn show card writing properly, 
The compliments I receive on my cards I enjoy passing 
on to Mr. Hayes, as he is the man responsible for teach- 
ing me to use my own originality in the work. And, 
after all, originality is one of the biggest assets of 
show card writing. 





Boxes Versus Paying Displays 


Ledges may be utilized for attractive stock 
showings by using little ingenuity 


By EARL P. KLEPPINGER 
Display Manager, Low’s Clothing Store, Elkhart, Ind. 


The old debate between the displayman and his em- 
ployer as to whether or not the surplus stock shall be 
kept on the ledge, or disposed of in some better manner, 
is an issue which apparently will never die for some 
stores. Without a doubt, if the actual expense of keeping 


No 1 
Any Powering Vine proves satisfactory. 


Ry Karl -PKieppinger 





No 2 
Any Wording desired can 
be lettered on card or 


one can vse ad Posters 


pesignes By Karl.PKleppinger 
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He ‘Your own or Bny printed 
Seasonsble scene makes 
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By Rar| P.Kleppméer- 

‘ ° 7 
surplus stock on the ledges, where a trim of merchandise 
really belongs, could be computed, it would run into thous- 
ands of dollars yearly. 

Would any employer allow his displayman to store 
fixtures in one corner of the window where a paying dis- 











THE DISPLAY WORLD 





To Make Your Own Show Cards 


Use Coit’s Ball Bearing Lettering Pens 
for all Styles of Lettering 
Use in Place of a Brush—Get Better Results 


10 FEATURES OF COITS PENS 


1. Designed especially for quick work 

2. Ball-bearing pens are dipped—not ‘filled, like other 
pens. 

3. Made of sheet brass—cannot rust or corrode. 

4. Soldered solid with holder—preserves neatness. 

5. Equipped with corrugated retainer which holds 
enough ink for complete line or letter. 

6. Scientifically constructed and’ fixed permanently to 
correct lettering angle. 

7. Furnished in four sizes for universal use. 

8. Tia -cegee ball-bearing insures constant even flow 
oT ink. 

9. Writes a clear-cut, sharp line or letter, with no 
smudging or raggedness. 

10. Saves your time, ink and money. 


COMPLETE SET, four pens, 4%”, 4”, 3%”, %4”-------- $1.50 
Single Pens or Special, 7”, 40c ea.; 5%”, Be ”, 1”, 50c ea. 


At your local stationers or artist material dealers. Mail orders filled 
if not carried by them. 


THE BRIDGEPORT PEN COMPANY 
BRIDGEPORT, CONN., U. S. A. 
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SHO CARD B 


23 DISTINCTIVE:MACNIFICENFCOLORS: 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS: 
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HURLOCK BROS.COMPANYine. 
3436-38 MARKET STREET 
PHILADELPHIA 
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play would be installed? Emphatically no! Yet, when 
you step inside of this same store, with its cleverly ar- 
ranged displays of seasonable merchandise, you will see 
an unsightly array of boxes piled on the ledges. Who is to 
blame? Sometimes the displayman, yet more often his 
employer. 

If a suitable stock room is lacking, by all means do not 
try to turn valuable display space into one. Keep the 
ledge for what it was primarily intended, interior display. 
Your display needs more than a bare wall back of it. 





Photo of No. 1 in Actual Use 


Small size screens (similar to No. 3) with seasonable paint- 
ing used alternately with baskets of flowers, set off the dis- 
play in an excellent manner. For the displayman who 
cannot paint his own scenes, there are companies from 
whom he can procure them at a nominal cost. 

The firm which wishes to let the public know the stand- 
ard lines of merchandise it has in stock may very effec- 
tively do so by the use of a lattice-work setting (No. 2), 
with lettering in a shade to match the flowering vine. 
A display nearby of the merchandise mentioned on the 
card gives double emphasis to the line. 

The ledge display, screen No. 1, is easily constructed, 
and at a low cost; the vase, wings and top part of the 
screen are made of composition board; the uprights are 
lattice-work combined with composition board. Greater 
depth may be given the setting if the uprights are set out 
several inches from the body of the screen. 

Spring is always an ideal time to change the appear- 
ance of the ledges. Do it today. 





Value of Lighting Methods 


(Continued from page 13) 
between the illumination from incandescent lamps 
with that obtained from Welsbach gas burners, the 
window was used for three days, previous to the 
test without taking any results. Beginning on 
October 22, a test was run each night to determine 
the attractive power of the windows. The method 
of making this test was to have two men on the 
well-illuminated window, and two men on the 
poorly illuminated window, i. e., the one illuminated 
by means of the Welsbach gas burner. One man 
in each case counted the total number of people 
passing the show window, and the other man in 
each case counted the number of people who paused 
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to look into the show window. On the first night 
of the test the weather was very unsettled, but an 
average of 35.6 per cent of the people who passed 
the well-lighted window paused to examine its con- 
tents, while but 14 per cent of the people paused to 
look into the poorly lighted window. It is well to 
note that it was impossible to run a complete test 
on the poorly lighted window, due to the fact that 
the window illuminated by means of the Welsbach 
gas burner became dim after burning less than 
one-half hour, due to condensation of the vapor 
given off by the combustion of the gas. 

On Tuesday evening, due to a hard rainstorm, 
comparatively few people were on the street, but 
of those that were, 22.15 per cent were attracted to 
the well-illuminated window. Wednesday, there 
was a severe storm during which there was scarcely 
anyone on the street, so that no test was run. On 
Thursday evening, it was clear and cool, then 48.1 
per cent of the people were attracted to the win- 
dow. Friday evening was also clear and cool and 
47.2 per cent were attracted. On Saturday evening 
there were over 2,000 people an hour passing the 
window, but even this congested condition 35.05 per 
cent of the people stopped. Eliminating the results. 
obtained on Tuesday night, due to the abnormal 
weather conditions, the average for the week was 
41.485 per cent. 

Thus it can be seen by a simple change of light- 
ing, the Miller and Peck Company increased the 
number of passersby who stopped from 14 out 
every hundred to 41, an increase of 193 per cent. 
Through this change in lighting, they have greatly 
increased the sales value of their windows at a 
relatively small expense for additional current con- 
sumed. They are actually bringing new customers 
into their store, because light has made their win- 
dows a distinct advertising asset. 





FINED FOR FALSE WINDOW DISPLAY AD 

A merchant in Cambridge, Mass., was fined $20 recently 
for untruthful window display advertising. A child’s coat 
was advertised for $2.95 in the store window. A passerby 
saw the coat and went into the store, asking to see a similar 
one. He claimed the coat shown him was not the same 
goods. The customer then asked to see the coat in the 
window. It was taken out, whereupon, the complainant 
alleged, the merchant declared it would cost him two dollars 
more. The customer went out, brought in a policeman 
familiar with the fraudulent advertising law, arrested the 
merchant and the fine followed. 





MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 













Many New Contests Announced 
(Continued from page. 41) 





National Base Ball Week Contest 


The Chamber of Commerce of Athletic Goods Manufac- 
turers of the United States has set plans for the sixth 
annual National Baseball Week, April 4 to 14, which will 
include a window display contest, in which $3,000 in prizes 
are to be awarded sporting goods stores. The competition 
has been divided into three classes: Class A, large win- 
dows; class B, medium windows and class C, small win- 
dows. One thousand dollars will be awarded in each class 
as follows: Two prizes of $100 each; three prizes, $75 
each; four prizes, $50 each; nine prizes, $25 each and 15 
prizes $10 each. 

All photographs are to be sent to J. G. Taylor Spink, 
editor of the Sporting Goods Dealer, St. Louis, Mo., not 
later than April 19th. Mr. Spink and his associates will be 
final judges of the photographs. Nothing but baseball sup- 
plies can be shown in the window for the full period April 
4 to 14, and the official sign, a streamer to be provided by 
the Chamber of Commerce of Athletic Goods Manufac- 
turers of the United States must be displayed conspicuously 
in the window. These are the only two rules that must be 
observed. 


Prizes for Window Displays of Belts 
The Spring Window Display contest of The Hickok 
Manufacturing Co., Rochester, N. Y., will soon be an- 
nonuced. This contest will probably continue until August 
Ist, the same as last year, when $1200 was awarded to the 


winners. The contest will be divided amongst displays of , 


Hickok products exclusively and displays of Hickok prod- 
ucts in combination with other merchandise. Hickok belts, 
the principal product of this firm, evidently are not so 
difficult to display as some might believe, judging by the 
prize winners. Last year’s contest was so successful, it was 
decided to make it a permanent annual feature. 


Fishing Tackle Display Contest 

James Heddon’s Sons, manufacturers of high-grade fish- 
ing tackle, of Dowagiac, Mich., conducted an interesting 
contest for window displays recently, and it attracted such 
widespread interest among sporting goods and hardware 
stores, that the company has decided to hold another con- 
test this year. 

The capital prize of $100 was awarded the Baird- 
Swannell Co., Inc., of Kankakee, IIl., which depicted a fish- 
erman’s camp along the river bank so accurately that per- 
sons who gazed at the display were astounded. Second 
prizes of $50 each went to the Gadsden Hardware Co., of 
Gadsden, Ala., and the Findlater Hardware Co., of San 
Angelo, Texas. Third prizes, $25 each were awarded the 
Michael Sporting Goods Co., Guthrie, Okla.; J. & J. Wat- 
tawa Co., Manitowoc, Wis.; Geo. P. Johnson, .Daytona 
Beach, Fla.; C. W. Greene Co., Tampa, Fla.; Senger & 
Heller, Portage, Wis.; E. J. Hallett & Son, Pontiac, Mich.; 
Frank Geele Co., Sheboygan, Wis.; J. Howard. Miller Co., 
Westminster, Md. The fourth prizes of $10 each were 
awarded Gene Johnson, Daytona, Fla.; F. L. Bartholomew, 
Cordele, Ga.; Clarence Zimmerman, Pottstown, Pa.; War- 
ren Bros., Birmingham, Ala.; Kattman & Tilley, Brazil, 
Ind.; Ingram-Bellenger Hardware Co., Gadsden, Ala.; 
Kutner Hardware Co., Fresno, Cal.; Tuxedo Billiard Hall, 
Stevens Point, Wis.; Wenner Hardware Co., Buffalo, Minn., 
and Wimberly & Thomas, Birmingham, Ala. 


Automotive Equipment Association Contest 
Thousands of accessory, dealers throughout the United 
States and Canada participated in the window display con- 
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A Book 
You Should Have 


OU will experience a joy of dis- 

covery when you receive our free 
Nat-Mat book, a_ twentieth-century 
production. 


The Nat-Mat book is brimful of samples 
and boiled-down facts for your ready 
reference in display work and sales-pull- 
ing showcard writing. This sample 
book will be of value in your daily 
work. 


_If you, have not yet 
received this excellent. 
Nat-Mat sample book, 
write us today. It’s gratis. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, IIl. 
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BRUSHES % SUPPLIES” 























COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 





























1 No. 12 Pure Sable Rigger $ .90 
1 No. 8 Pure Sable Rigger 50 
1 No. 6 Pure Sable Rigger aa 
2 2-Ounce Water Color (Red & Black).------- 50 
1 Razkut Card Cutter 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink as 
1 Speedball Instruction Book oka 
1 Double End Penholder AS 
1 Set (12) Round Writing Pens_.__......-_-__- 20 

TOTAL VALUE -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. Gloerauf ©Co. 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 
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What the “Passerby” 
Thinks of you 
or Your Store ° 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


Advertise 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 


PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Saluche Ar Guth Co. 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST 


































White and Colored Plated 


POSTER PAPER 


For Streamers, Sale Signs, Banners, etc. 
RICH YELLOW 


50 Yard Roll—24 inches wide______-__-_- $2.50 
DARK BLUE 
50 Yard Roll—24 inches wide__________- $2.65 
ORANGE 
50 Yard Roll—24 inches wide_______-____ $2.40 
PASTEL GREEN 
50 Yard Roll—24 inches wide___________ $2.75 
PLAIN WHITE 
75 Yard Roll—36 inches wide__________- $1.85 | 
PURE WHITE 
50 Yard Roll—36 inches wide___________ $2.25 


F. O. B. Detroit 


Send for new 1924 Catalog of Sign and Show Card 
Writers’ Supplies and Equipment 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 
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test to feature “something for the car for Christmas,” con- 
ducted by the Automotive Equipment Association, 1809 
City Hall Square Bldg., Chicago, Ill. Prizes were awarded 
as follows: First, $150, Gorrell Motor Corp., Zanesville, 
O.; second, $100, Standard Motor Car Co., Baton Rouge, 
La.; third, $75, H. L. Arnold, Inc., Los Angeles, Calif.; 
fourth, $50, Henshaw Motor Co., Boston, Mass.; fifth, $25, 
Allen & Hebard Co., Portland, Ore.; sixth to fifteenth, $10 
each, Barnes Buick Co., Baton Rouge, La.; Foss Motor 
Co., Faribault, Minn.; Boller Auto Co., Grand Junction, 
Colo.; H. O. Harrison Co., San Francisco, Calif.; Central 
Motor Sales Co., Springfield, Mo.; Thos. Plimley, Ltd., 
Victoria, B. C.; L. C. Bolles, Inc., Plattsburg, N. Y.; Claud 
Nolan, Savannah, Ga.; H. J. Rogers, Waverly, Ill.; Carl 
L. Anderson, Omaha, Neb. 


Buss Lamps Hold Window Display Contest 


The Bussmann Manufacturing Co., 3819 N. 23rd Street, 
St. Louis, Mo., is conducting a window display contest on 
Buss Lamps, the novel clamp arrangement that is having 
a popular sale in stores throughout the country. Display 
material and copies of Saturday Evening Post ads are be- 
ing furnished dealers to aid in their displays. The contest 
started January 26 and ends February 20. First prize is 
$25, second $15 and third $10. 


Alabastine Company Announces Contest 


The Alabastine Company, manufacturers of interior dec- 
oration, Grand Rapids, Mich., has announced a prize win- 
dow display contest, between the period of March 1 and 
June 1, inclusive. Fifty dollars is offered for the best 
display, while other prizes are as follows: Second, $25; 


‘third, $15; fourth, $10, and twenty prizes of $5 each. The 


company suggests that it may be possible, in many in- 
stances, for good displaymen to arrange with dealers to 
make the displays for them, entering their own names in- 
stead of the dealers, in competition for one of the prizes. 
In this way, the dealer will get the benefit of the exper- 
ienced displayman’s work, and the man doing the work 
will stand a chance of winning one of the prizes. 


Awards Huge Prize for the First Display 


The E. T. Cunningham Company, manufacturers of 
radio tubes evidently believes in window display contests. 
A prize of $1,000 was awarded for the best- display, in a 
recent contest, to Lester’s Radio Shoppe, Los Angeles, Cal., 
which linked up’ with recent current events worked out 
a clever idea. Even the Japanese earthquake was a part 
of the display, which conveyed the idea of “bringing the 
world to your home by the radio route.” Second prize 
in the contest went to the Hennepin Hardware Co., of 
Minneapolis, Minn.; third, to the National Electrical Sup- 
ply Co., Washington, D. C., and fourth to the Sheppard 
Stores, Boston, Mass. 





DISPLAYMAN PROVES HERO IN FIRE SCARE 

J. H. Hilton, display manager for the O’Brien-Jobst Co., 
Peoria, Ill., is a fire fighter as well as displayman. Dis- 
covering smoke in the residence of Mrs. Icie Beers, 822 
Fayette Street, Peoria, where he was rooming, he aroused 
the occupants of the house just in time to save a part 
of their belongings, turned in the fire alarm and then as- 
sisted firemen in fighting the flames which did $1,500 dam- 
age to the house. 





NEW YORK DISPLAY MANAGER CHANGES 
Frank Gross is now display and advertising manager 
for the store of Maurice Schiff, Inc., Plattsburg, N. Y. 
He formerly held a similar position with Cain-Bernkopf, 
Inc., Corning, N. Y. 
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Two Display Clubs Elect Officers 


Chicago and Buffalo organizations choose their 
leaders for the year 1924 


Two organizations of displaymen held elections during 
the month of January, and much friendly rivalry was mani- 
fested in each of the campaigns. 

The Chicago Display Men’s Club met in its club rooms 
at the Hotel Atlantic, Chicago, on the night of January 14, 
electing the following officers: President, H C. Oehler, 
of W. A. Weibolt Co.; vice-president, J. Friewer, of the 
Stern Clothier Co.; secretary, H. C. Reichhart, of S. S. 
Whitman’s & Sons; treasurer, E. F. Jantz, of the J. F. Jenson 
Co., The board of trustees was chosen as follows: W. Mc- 
Cormick, display manager, The Boston Store; E. H. Leaker, 
display manager, The Hub, and S. Fisher, of the Fisher 
Display Service. 

Officers were installed by B. J. Millward, former president 
of the I. A. D. M., and a social session followed the busi- 


ness meeting. 


Buffalo Displaymen Hold Interesting Meeting 


The Buffalo Association of Displaymen held its regular 
monthly meeting at the Hotel Touraine, Buffalo, on the 
night of January 17, and nearly sixty members attended. 

Ellwyn McEachnie, of Jahraus-Braun Co., was elected 
president; Phillip J. Bellanca, of Davis Bros., vice-presi- 


dent, and Al J. Dietrich, of The Liberty Co., secretary and . 


treasurer. 
Thtee new directors were elected: E. J. Ryan, of Hens 


& Kelly Co.; John Wolfgruber, of Adam, Meldrum & 
Anderson Co., and Geo. W. Murray, of Flint & Kent. 

Several plans pertaining to the coming convention in 
June were submitted to the members for discussion. All 
are enthusiastically working for a bigger and better con- 
vention, which seems assured beyond a doubt. 





Lenten Display For Food Stores 


Prominent Eastern displayman comes forward 
with clever idea for this season 


David A. Morey, display manager for the S. S. Pierce 
Company, Boston, Mass., and instructor in window display 
at Boston University, can make a grocery window just 
as artistic as the display of the most delicate fabrics. His 
ability along these lines has long been recognized, and in 
keeping with the approaching seasons, he is preparing some 
unique showings for the Pierce firm, in Boston. 
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Lenten Display by David A. Morey, Boston 





Reproduced herewith, is Mr. Morey’s suggestion for a 
Lenten window display. The Lenten season will soon be 
at hand, and all grocers and dealers in food products will 
be looking for ideas. Mr. Morey has provided an artis- 
tic background, by use of the fish nets and seine, and 
miniature ship. The canned goods is artistically arranged. 


A REAL Show Card 
Writer’s Outfit 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 


Look at the list of contents 
below and then at the price. 


Only $5.25 Postpaid 


Everything nicely and_ compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 

ae for our new complete catalog of Show Card Writers’ 
supplies, 


WATSON’S SHOW CARD WRITERS’ OUTFIT 


Up-To-Date. Consisting of 
7—2-o0z. bottles assorted show 
card colors. 
1—No. 4 Red Sable show 
card brush. 
1—No. 8 Red Sable show 
card brush. 
1—No. 10 Red Sable show 
card brush, 
1—%-in. one stroke Black 
Sable brush. 
-in. one stroke Black 
Sable brush. 
1—Dozen Hunt’s round writ- 
ing pens. 
2—Refills for same. 
Hag 1 shading pen. 
—— lack card writer’s 
ink. 
1—Book, “How to Write 
Signs and Show Cards.” 
All pocked in hinged wood 
box. ailing weight, 5 Ibs. 


GEO. E. WATSON CGO. 


Dept. 10 62 W. Lake Street Chicago, Ill. 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. ‘Thousands of 
Kleradesks are giving entire Satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space thamatray. Sent FREE trial. 


130 N. 10th 
8T. LOUIS 








Mailing Lists 

Will help you increase sales 
? Send for FREE catalog showing 
details covering names of your 
Gooped and prices are gives on 
thousands of different Mailing Lists. 


~ 99% 
Ross-could Co 222, St. Louis 


130 n 











STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 
ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST, 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 
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Schack Artificial Flower Co. Chicago, Ill. 

Among the new in- 
troductions for 1924, the 
Schack Artificial 
Flower Co., 134-140 N. 
Robey Street, Chicago, 
have two decoratives 
that are already in 
great demand among 
displaymen for Spring 
windows. The Modern 
Art Stand and Rose 
Bouquet, _ illustrated 
herewith, achieves the 
unusual, both in design 
and color. The stand is 
wood, strongly  rein- 
forced. It is black with 
center panel and feet 
carrying a design in 
brilliant tones. The 
bouquet with its tiny 

. cloth roses, exquisitely 

made in a deep rose 
shade, tops the gold 
stucco vase. 

Another introduction 
of the Schack firm is 
an Art Tree, of wall- 
board, finished in oils, 
in a beautiful shade of 
lavender, then gold stip- 
pled, cloth flowers in 
yellow, blue rose and 
lavender, with lavender 
leaves of silk, are art- 
fully clustered here and 
there. The box is 
wood with an ornament 
in relief, height, five and 
a half feet. 





Doty & Scrimgeour Sales Co., New York City 
Quite a demand is imminent for the new Junior A Spot 
Light,, one of the 1924 introductions of the Doty & Scrim- 
geour Sales Co., 30 Reade Street, New York City. This 
spot light, finished in black, heat resisting Japan, is a 
complete unit, adjustable to any angle, measuring eleven 
inches over all in length. The bowl has an opening seven 
inches in diameter. The color frame attached to the bowl 
is nine inches square with a slide permitting new changes 
of gelatine being inserted, furnished complete with cord, 
plug and necessary bolts, ready to hang. 

The bowl is made of spun copper, copper plated and sil- 
ver plated, making the reflecting ‘qualities equal to the 
more expensive spot-lights, which have the mirrored glass 








reflectors. This spot light is made to take a 200-watt nitro- 
gen bulb, which is considered the standard size used by 
almost any store. 





Works His Wey Up the Ladder 


Remarkable story connected with rapid rise of 
Baer’s, Incorporated, of Chicago 


Baer’s, Inc., formerly the Graham, Bear Corp., a young 
concern in the industry, located at 155 Union Avenue, 
Chicago, is delivering quality merchandise and making 
itself heard, and aspires to become a leader in the papier 
mache and wax figure industry. The personnel of this 
concern, the “men behind the guns,” are Chas. F. Baer, 
president, and Jos. H. Mammoser, secretary and treasurer. 

Chas. F. Baer has.an enviable record in the phonograph 
field, which he followed for many years prior to entering 
into the papier mache and wax figure industry. Mr. Baer, 
who is now forty-two years of age, was born in Chicago, 
and raised on the north west side, back in the days when 
toll gates were in vogue on Milwaukee Avenue. His 
first job was that of janitor in a grill and mantle store and 
it paid him the “enormous” salary of one dollar per week. 
From this, he secured work in a real estate office, enabling 
him to earn sufficient money during the day to-get through 
college. He took up a business course which equipped him 
with the fundamentals of his business career. Baer did 
not believe in changing from “pillar to post,” and has held 
only four positions in his life. His last position was that 
of Chicago manager for the Columbia Phonograph Com- 
pany, which was attained after twenty-one years of labor, 
for he worked his way up with the Columbia from the 
position of bookkeeper to that of general sales manager. 
He has had at one time as high as 150 men under his 
direction and supervision, pedalling “canned music” to the 
public at “a dollar down and a dollar when you catch me.” 
In 1921 Baer conceived the idea that Germany was a 
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rg ° Opportunity Sxchange™ 


Nien Wanted Positions Wanted Gor 


Sale Ww anted to Buy 








INVENTION 


A reasonable sum will buy an invention of exceptional commercial value. 
Nothing superior has been invented for display or advertising campaigns. 
It is a rare opportunity for store fixture manufacturer, display service organ- 
ization or advertising agency. Unsurpassed plays of light and artistic mechan- 


ical combinations. 


Address A. C. VINAGERAS, 3 Hancock St., Boston, Mass. 


Accessories, We teach you how by 
Arts are practical and inexpensive. 


for Illustrated Literature and } Sogg 
Enkeboll Art Institute, Omaha, N: 


Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 


Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 


We 


also sell Imported Theatrical Scenery 
Models; they are wonderful. Send oomee 
— 








FOR SALE 


Famous & Barr’s trim of a 
year ago last fall, written up 
in Display World, consisting of 
two 10x12 scrollwork door- 
ways and four 10 feet high by 
12 feet long semi-circle scroll- 
works. Photographs and 
prices on request. 


W. T. DUKER CO. 
Main & Sixth Sts., Quincy, IIl. 


Salesmen and Displaymen Wanted 
Attractive side line for salesmen or win- 
dow trinimers who know that window 
Valances add character and dignity to 
display windows. We design and make 
the most inexpensive made-to-order Val- 
ances obtainable. References required. 


160 N. Wells St., , Chicago 




















Will Buy or Exchange Mechanical 
Displays 
Any condition, damaged or broken. Mov- 
ing dis aes sold, rented and repaired. 
Parts, from a screw to complete mechan- 
ism, supplied for producing moving me- 
———— and electrical effects in display. 
- KNOTT, Motion Craftsman, 
Ridiey Park, Pa. 





Advertising 
in the 
Opportunity Exchange 
Brings Good Results 
at low cost 
$1.50 
per column inch 
per insertion 
cash with copy. 

















logical field for the importation of merchandise of their 
manufacture, and so decided to form a sales organization. 
With that thought in mind, he arranged with Mr. Graham 





Chas. F. Baer, President of Baer’s, Inc. 


to go to Germany and look the field over and pick the best 
article in Germany for American consumption. Happily 
Graham connected with the famous Bruno Herzberg Co., 
of Berlin, Germany. Samples figures were sent over here 
and carefully compared with the very best manufactured 


wax in America, with the result that today the Graham 
Baer corporation is taking practically the entire output 
of this concern and are becoming real factors in the win- 
dow display world. 

Chas. F. Baer, as president, includes in his duties the 
supervision of the advertising and of the sales of the cor- 
poration, while Jos. H. Mammoser supervises the pro- 
duction and factory end. Jos. H. Mammoser is another 
Chicago product and was born on the northwest side 
thirty-two years ago. He started out to make his way 
in the world when he was sixteen years of age, his first 
position being with a large telephone accessory house 
keeping cost records. He finally became the cost produc- 
tion manager, and by assiduously applying himself to his 
work he devised a means of saving in his particular depart- 
ment, with the result that at the age of twenty-one he was 
made superintendent of the entire plant. When he was 
twenty-five, the telephone accessory house moved its plant 
to Zion City, and Mr. Mammoser, feeling that it wa3. his 
duty to remain with his parents in Chicago, took over 
a position with an automobile concern, becoming produc- 
tion manger and cost supervisor of the Rayfield Carburetor 
Company, which position he held successfully until he went 
with the Graham, Baer Corporation. 





Murdison Display Service, Buffalo, N. Y. 

Two distinct new lines of paper have been announced 
by the Murdison Display Service, Brecker Bldg., 638 High 
Street, Buffalo, N. Y., for the year 1924. The A line con- 
stitutes all high grade panel and floor papers, together with 
fancy screens. The B line takes in the cheaper grade of 
paper, known as box covering papers. Judging by advance 
inquiries, there is promise of considerable demand for the 
two lines this year. The Murdison Display Service has 
long been noted as one of the country’s foremost firms of 
importers of fancy screen panels and screens for window 
displays. 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


PE When order n 
99-50 con cartenies ae 2 Ton 94.90 


The Display World. 























THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $_...________- TO PAY FOR 
(J The Gordon Book. 
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L] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. é 
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Selling Gas Through Windows 


Pacific coast display firm conducts very unique 
campaign urging use of appliances 
By E. J. HOLDEN 
Holden Display Co., San Francisco, Cal. 


Display on the Pacific coast, through us, recently 
entered an entirely new field which plainly shows the capa- 
bilities and advancement ‘of the window display profession 
today. The Gas Appliance Society of California, an or- 
ganization composed of the gas appliance dealers and 
power companies of the State, and manufacturers of the 
United States, about six months back, conceived the idea 
of a statewide advertising and publicity campaign reveal- 
ing the varied uses of gas in connection with stoves, radi- 
ators and water heaters. 

Being the first concentrated effort of its kind which 
the Society and its subsidiary organizations (embracing 
over five thousand dealers) had put forth, over half a 
year’s time was devoted to consideration and research of 
the many methods of advertising, for the purpose of 
selecting the right way. Finally, after all these months 
of study, the dealer’s window was chosen as the agent 
through which to educate the public. 





Gas Campaign Display by Holden Display Service 


The contract, as set forth by the Society, called for 
a plan whereby each of the five thousand dealer-mem- 
bers might be provided with plans to dress his own win- 
dow with his own stock; ten different “dress” schemes 
were to be furnished and distributed so that not too many 
of the same sort would appear in one locality at the same 
time. The scheme was turned over to our “Planning” de- 
partment to be worked up. First, it was necessary to send 
several of our displaymen over the territory to be cov- 
ered by the campaign, having them stop at various sizeable 
towns and send in a report on conditions liable to affect 
matters. Then we had to consider the fact that no two 
windows of the multitude could be expected to be of the 
same dimensions or alike. Also the displays must not be 
elaborate, costly and intricate. Sets were made up, using only 
the articles such as heaters, ranges, etc., which the dealer 
would be certain to have in his store, and only the simplest 
drapes, etc. Ten of the above sets were constructed, all 
different, and photographed. A copy of each photograph 
will be sent to every dealer during each one of the ten 
weeks of the drive. The photos will be accompanied by 
detailed written instructions and by a diagram, using ad- 
justable dimensions, to simplify the setting up of the 
windows. 
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Jerome A. koerber- | Display Art 





CONTENTS 


PART I 
THe FUNDAMENTALS OF DRAPING . ....... . 11 
Fixtures: WHat THEY ARE—THEIR IMPORTANCE ...'’...... 16 
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PART II 
THE STRUCTURE OF DRAPERY ee aa. Serene 33 
oN ee a er. 
Cepeeeerearas OM are ek wk ee et we ew th we 

PART III 
IMPORTANCE OF CoLoR AND Cotor Harmony .......... .. Si 
A CuHartT OF Cotors AND COMBINATIONS ............ . 54 
CoMBINING Coors By UsE oF Coton CuarT ........... 537 
SoME PERTINENT ADVICE—ERRORS TO BE Avompep ........ .. 58 
DraPING EXAMPLES ILLUSTRATED AND DESCRIBED. ........ .. 61 


PART IV 
SELECTED DRraPING EXAMPLFS PP ce . 110 
Th Koerber book, THE ART OF DRAPING marks a great step forward in this im- 
portant subject because it offers a thorough and authoritative presentation of all the elements 
essential to the mastery of this important branch of the display art. To the beginner it offers 
an opportunity for the complete mastery of draping from the ground up and to the experienced 
display manager its value as a reference work is unlimited in scope. 


The only modern text book on draping—in fact the 
only draping book published during past decade. 


‘Four Parts—More Than 100 Illustrations—One Hundred Twenty-Eight 
Pages — Size 7%x10% — Beautiful, Substantial Cloth Binding. 


Price $3.00 Postpaid 
Books Shipped Same Day Order is Received 

Edition Limited—Order TODAY! 
SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


If you are already a subscriber your subscription will be extended. 


Published . by 


THE DISPLAY PUBLISHING CO. 


i 1209-11 Sycamore Street Cincinnati, O. 
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Effective Linoleum Display 


Firm accomplishes something thought to be 
impossible in utilizing goods 


The Nairn Linoleum Co., Kearny, N. J., has performed 
almost the impossible for that most difficult of display 
subjects, linoleum, by putting human interest and selling 
punch, as well as artistic design, into the new and decidedly 
unique window feature just issued. Even the small retailer 
can now set up in short order a display of these bulky, 
and from the window man’s standpoint, stiff and hard to 
arrange goods; not only that, but the display is an active 
attention-getter-striking, well-designed, and showing the 
goods in use. 

Of utmost simplicity, this novel Nairn feature, unlike 
so many window trims, requires no “skilled labor” to pro- 
duce its effect. It consists of but three parts, which can- 
not be wrongly placed, and requires but three rolls from 
stock to complete the window in its simplest form. With 





Putting Human Interest in Linoleum Displays 


this window arrangement, as a foundation, many enlarge- 
ments can be built up to fit any space. 

A strong element of human interest is introduced by 
depicting a breakfast room scene with a trim maid bring- 
ing in a tray of fruit. Through the doors opening on the 
porch a pleasing suburban scene serves as a background. 
The sun porch floor carries a strong sales hint in its bright 
tile-design linoleum, and another use is cleverly introduced 
by the floor covering of the breakfast room itself. This 
floor is actually the floor of the dealer’s window, and by 
setting up the entire display on the end of an appropriate 
pattern taken from stock (the roll itself being concealed 
by the cut-out) the goods are shown as if in use. 

One very practical feature which will be welcomed by 
the merchant is the adaptability of the display to both 
window and sales floor use. The cut-out is of sufficient 
size to make it just as effective in the linoleum department 
when not on duty in the store window. In fact, many 
stores have added to the attractiveness of their floor cover- 
ings department by arranging their stock of linoleums on 
the floor in the form of a display with this striking litho- 
graph as the central feature 





DISPLAYMAN TAKES NEW POSITION IN ARIZONA 

Ray J. Terpstra, who was connected with the display 
staff of the Broadway Department Store, Los Angeles, Cal., 
for the past four years, has accepted a new position as 
display manager for the Goldberg Co.’s Department Store, 
Phoenix, Arizona. 
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No. 66F/J/D 


Patents covering 
this device or any 
similar attach- 
ment have been 
applied for. 







Full Particulars 
and Pamphlet Gladly 
Mailed Upon Request 


BOSTON 
26 Kingston Street 





J. R. PALME 


63-65 WEST 36TH STREET, NEW YORK 


CHICAGO SAN FRANCISCO BALTIMORE 
204 W. Jackson Blvd. 11 First Street 
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"THE newest style figure in a dress-form 

that will effectively display the slenderest 
of evening gowns. This form is equipped 
with flesh-colored elastic shoulder straps, a 
patented attachment, which prevents the 
shoulder straps of a gown from slipping out 
of place or entirely off the shoulder. Of 
silken elastic, the texture of these straps pre- 
sent a surface to which the shoulder straps of 
a gown can cling. 


Established 1852 















NBERG’S SONS, Inc. 


122 W. Baltimore Street 
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The book containing hundreds 
of business getting Display 
Decoratives is the source of 
Display Ideas for 50,000 prog- 
ressive merchants and display- 
men. Are you included among 
them? 


If not, your displays are not 
producing at ‘their maximum 
efficiency. Your copy is wait- 
ing for a word ‘from you. Get 
‘it today—it’s free. 




















Chicago 




















